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Corifusion ends with 
sale of national 
riooperatings 



Kaiser-Fraser 
launches vigorous 
spot drive 



Interest in spot 
continues at 
record pace 



$100,000 for Army 
recruiting drive 



Family income 
on rise 
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Confusion era of national radio and TV ratings appears over now that 
Nielsen has acquired national Hooperat ings . Lines now firmly drawn 
in broadcast measurement field with Nielsen national authority and 
Hooper confining activities to local level from which he has been 
deriving some two-thirds of his revenue. Diminishing radio network 
market reported to be basic reason for Hooper's exit. Hooper feels 
that future of audience measurement is in TV though his national TV 
ratings have also been sold to Nielsen. National Hooperating sub- 
scribers numbering about 100 will receive Nielsen service after brief 
transition period. 

-SR- 

Latest Kaiser-Fraser cars were given good kickoff to New York buyers 
with high-powered spot campaign on seven AM stations and three TV 
outlets. In all, William Weintraub & Company, K-F agency, placed 
118 radio and 29 TV announcements--a forerunner of similar campaigns 
in other cities when new models are displayed. 

-SR- 

Spot enjoyed record month in January; trend continues. Borden Co.'s 
plan to use extensive spot campaign in 80 markets through Young & 
Rubican is new indicator of advantages spot offers certain kind of 
advertisers. In case of Borden, its County Fair network show, which 
will be allowed to expire April, achieved purpose sought nationally. 
That purpose was brand-name recognition. The flexibility of spot will 
enable it to combat competitive factors as they arise. Since Borden 
Co. is not a national advertiser in the sense that General Motors or 
General Foods are, company feels that spot will better serve its 
hard, down-to-earth sales needs. 

-SR- 

That's only the spot figure that has been allocated for use in 52 key 
cities to advance the Army reserve program. Close to 40 percent of 
the Army-Air Force recruiting budget is earmarked for radio and TV 
(about $636,000). Broadcast Advertising Bureau and correspondence 
from station management have served to make Army aware of radio's 
advertising potential. (See SPONSOR 27 February, page 8.) 

-SR- 

Eight million families had incomes over $5,000 in 1948, according to 
Census Bureau income study. Ten million families had incomes under 
$2,000. About half of latter families were headed by farmers or 
laborers. Buying power of farm families is understated, however, 
since report covers only cash income. Census release warned. Median 
income of U. S. families was $3,200, an increase of $150 over 1927. 
In the over $5,000 bracket, more than a third of the families were 
headed by professional or semi-professional workers, proprietors, 
managers, or officials. Complete details are given in Census Bu- 
reau's "Current Population Report", No. 6. 
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Transi! radio 
business booming 



Reporf on TV 
network sponsor 
morfalify 



General Foods steps 
up its ad campaign 



TV accounts 
decline in january, 
up in February 



Radio listening 
continues in 
TV homes 



More national business signed on transit radio in past two months 
than during entire previous 14 months of its national sales activity. 
Manhattan Soap, through Duane Jones, has signed for six transit mar- 
kets starting in mid-April. Other recent national accounts include 
General Foods for Birdseye frozen foods through Young & Rubicam; 
Bower & Black for Blue Jay through Henri, Hurst & McDonald and Seeck 
& Kade Inc. for Pertussin through Erwin, Wasey Inc. Latest additions 
to transit radio markets are Minneapolis and St. Paul. 

-SR- 

Of 37 national advertisers on television networks in 1948, 14 con- 
tinue on the air today, according to Rorabaugh Reports on television 
advertising. Two of these are CBS-TV's Ford and Lipton accounts and 
following going strong on NBC-TV: Chevrolet, Colgate, Firestone, 
General Foods, Gillette, Texas Co., Kraft, Liggett & Myers, Philco, 
Procter & Gamble, RCA and R. J. Reynolds Co. 

-SR- 

General Foods has announced plans to expand its advertising in the 
major media including radio and TV; Minute Rice, Birdseye Frozen 
Orange Juice, the Swans Down Mixes, Maxwell House Tea and some of 
Post cereals expected to come in for extra-heavy advertising promo- 
tion. 

-SR- 

Number of TV accounts in two categories showed a decline in January 
over preceding month. This can be attributed to Christmas business 
which saw many TV outlets breaking new records. Network TV showed 
gain with 93 accounts against 89. Spot accounts declined from 427 in 
December to 399 in January while local retail accounts totaled 1,687 
in January against 1,800 in December. Increased activity reported 
in February. 

-SR- 

In their eagerness to find out what's happening to radio listening 
when television enters a market, agencies and advertisers have all 
but overlooked a very important fact. To wit, a good deal of radio 
listening goes on simultaneously with TV viewing. In a current re- 
port (The Television Audience of Today — No. 12) Advertest Research 
reveals that in 10.8 percent of radio-TV homes in the New York market 
both radio and television sets are in use between 9-9:30 p.m. Monday 
through Friday. Between 11-11:30 p.m. the drop is only slight, to 
9.9 percent. Peak of simultaneous use of radio and TV sets comes 
earlier on Saturday and Sunday, with 16.3 percent and 15.6 percent 
for the first and second half hours. The survey was made the first 
week in February with a sample of 546 television homes distributed in 
New York's five boroughs and ten counties of Northern New Jersey. 
Radio listening in TV homes is coming back strong between hours of 
4 and 7 pm when kiddies are monopolizing TV viewing of puppet shows 
and cowboy thrillers. Mama and Papa are resorting to radio to renew 
their acquaintance with such adult fare as soap operas, music, news. 



(Please turn to page 42) 
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ANNIVERSARY 

IN ROCHESTER we are properly marking 
this Anniversary by showing, in varied 
ways, our gratitude to our listeners . . . 
for this IS "the station listeners built"! 

ON THIS PAGE we want to express to 
sponsors, their agencies and our other 
friends in broadcasting circles nationwide 
our sincere appreciation for all your favors 
during these twenty-five eventful years! 

General Manager, 
For the Staff of WHEC, Rochester, N. Y. 
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Cover shows two favorites on WLS Nat'l 
Barn Dance, Lulu Belle and Cousin Til- 
ford. Their folksy broadcast sells. (Story 
page 26.) 
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How iiiffiii/ rffffio.v in i/our home? 

The trend toward radio in every room listening gives advertisers multiple 
impressions. This is one of radio's major developments in the past ten years 



Steel melts the public 

Over 50 percent of U. S. Steel's advertising budget goes toward winning 
friends, especially stockholders and employees. USS to spend $1,267,000 on 
air in 1950 



Keep i/oiir program natural 

Planned spontaneity is a fine art with many a sponsor and station. Seemingly 
off-hand programs have been among the most successful 



The seafariufi eoggee merchant 

Radio sold more "26" Coffee for Isbrandtsen & Sons in 30 days than news- 
papers had in one year. Spunky steamship line knows how to sail into new 
sales territories 



The fl.j hfi.v « hifi responsibilitif 

Unless every record is judged on its programing merit, the sponsor and 
listener are being shortchanged. SPONSOR reveals some disk jockeys are 
influenced by record companies 



TV dictionary 

Final part of most complete compilation of TV definitions gathered to date. 
SPONSOR has published the dictionary in booklet form as an added service 



IN FUTURE ISSUES 



Riidio is baclislap-happy 

Peabody award tops SPONSOR'S ballot, but there's no redwood in the 
forest of radio awards 



Itepartment store radio 

Department stores in many parts of the country are using radio 
with great results. This refutes an old "tradition" 



illii.sir library service 

Commercial use of transcribed music programs built from music libra- 
ries will reach an all-time high of over $25,000,000 in 1950 



l-'oreiyn lunyuuye broadcastiny 

You can talk turkey to potential customers no matter what language 
they speak ... as many an advertiser has discovered 
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HEN you get right down to it, programming Know- 
How is what makes the difference between a great sta- 
tion and "just another station." And this difference is 
what makes great stations outstanding advertising values! 



We of KWKH have had 24 years' experience in our 
Southern market. As a result, we've got a "native-son" 
approach to the Southern mind, heart and ear — a knack 
for programming that's unmatched in this area. The 
proof? Latest Shreveport Hoopers (Dec. '49-Jan. '50) 
credit KWKH with top ratings in all periods — 

KWKH is 70.9% higher than the next sta- 
tion for Total Rated Periods — ^is actuaMy 
1 1 8.9% higher, weekday Mornings! 

BMB and mail-pull figures prove that KWKH does an 
equally superior job in rural areas too. . . . Let us send 
you all the facts about KWKH's sales-influence in the 
prosperous New South! 




'jQ,QOQ Watts 



CBS 



KWKH 



Texas 



SHREVEPORT f LOUISIANA 



The Branham Company AfkAIISAS 
Representatives MisSISSippi 

Henry Clay, General Manager 



FIRST 



on WTAR-TV, Norfolk 



5MO JMadis^n 



LIGHTNING THAT TALKS ISSUE 

Coujrratulatioiis on the 30 January 
issue. Not only its size but its con- 
tent also made it a thing of beauty. 

Joii.N Pattisox Williams 

UIiYG 

Dayton, Ohio 



Benrus 


Lucky Strike 


Bulova 


Mohawk 


Bristol-Myers 


Pall Mall 


Chesterfields 


Procter & Gamble 


Colgate 


RENUZIT 


Firestone 


RCA 


Ford Motor Co. 


Sealtest 


Kraft Foods 


Texaco 


Lever Bros. 
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Inter-Connected NBC Affiliate 



Nationally represented by 
Edward Petry and Company, Inc. 



. . . I hese bi;; advertisers have already signed up for valuable Tele- 
vision franchises in the Norfolk Metropolitan Market. They are going 
on the air with WTAR-TV on April 1st. 

WTAR-TV is the first and only television service for this big, eager, 
and able-to-buy market of 150,000 families.* Inter-connected to sup- 
ply full NBC service. With a new $500,000 TV and Radio Center and 
a completely equipped RCA Mobile Unit, WTAR-TV can put your 
products in the selling picture. Act now, call your Petry man for 
quotation of the few choice franchises still available, to start April 1. 



*Sales Management, Survey of Buying Power, May 10, 1949 



1 have just read jour very fine 
LICHTiMiNG THAT TALKS issuc cover to 
cover, and 1 know that I won't be hap- 
py until I have iny own copy of SPON- 
SOR every two weeks. 

Please enter a snbscription in my 
name to he sent to the ofiice, and bill 
us for one year at S8.00. 

Must have those pictures by Jaro 
Hess! 

Ed LaGuave 
Radio Director 
Lessing Advertising 
Des Moines, I on a 



Heartiest congratulations for your 
major contribution to the industry 
with the LIGHTNING THAT TALKS issue. 

Please send me 20 additional copies 
for distribution to our key accounts. 

Robert \\'. Ferguson 
Stations Manager 
IFTRF tO IFTRF.FM 
W oodmont, Ohio 



I want to congratulate jou on ) our 
terrific Sonvenir Issue of 30 January. 

You are certainly giving LIGHTNING 
that talks a splendid send-ofl. 

E. P. 11. James 
Director oj Promotion 
Steuben Gloss 
.\ew ) ork 



I thought the Souvenir edition a 
superb issuc and one that should do 
the cause all kinds of good. 

Charles Hammond 

]'ice-Presidcnt 

i\BC 

jYciv York 



NORFOLK. VIRGINIA 



Just wauled to add in\ note of con- 
gratulations to the many which you 
are without doubt rcveiving on vour 



SPONSOR 



For... 

complete coverage 




...loolc to W+^TN 

WHTN's.5 mv/m contour 
wraps up the rich Huntington 
market better than any other 
station, regardless of power. 
Cost is lower, too. Add to this 
an FM bonus on WHTN-FM, 
most powerful FM station in 
the Central Ohio Valley, and 
you've got a low-cost, high 
power medium for tapping 
the gold in these hills. Take a 
look at the Huntington Market 
...$300,000,000 in retail 
sales... then make up your 
mind to get your share by 
using WHTN and WHTN-FM. 

THE POPULAR STMIOn 
800 KC W ■ I I I I ^laa, 



1,000 UATIS 



il 000 **TT5 



HUNTINGTON, W. VA. 

For availabilities rates and 
other information, wire, write 
or phone 

Pace- Wiles, Inc., Advertising 
Huntington, West Virginia 
National Representatives 



ver) beautiful and eflnctive liciitm.nc 
THAT TALKS nditioii. 

Jim O'Hkvon 

Mutual Hroadcastiiig SYSlern 
Aew York 



JARO HESS FANS 

I subscribe to si'O.NSOK at two of my 
three stations; in fact I'm now a 
SPONSOR advertis«n- I>ut to date bave 
not received a set of your Jaro Ilcss 
caricatures. Am 1 not entitled to a 
set? 

David M. Segal 
KTFS 

Texarkana. Texas 



I did not receive tbc last two issues 
of SPONSOR — just received tbe 13 Feb- 
ruary issue. Was particularly inter- 
ested in getting tbe LICJITMNG THAT 
TALKS issue which was scheduled for 
30 January. I'lease send along that 
copy anyway. 

1 am enclosing a cbeek for $2.50 
for set of Jaro Hess pictures. On page 
46—13 February- -it says $4.00 but I 
didn't see that; I could only see tbe 
one on page 62 where it says $2.50. 

Bill Winsett 
Station Manager 
WDXI 

Jackson, Tennessee 



I happened to see your Jaro Hess 
cartoons in Sid Strotz's office and was 
very amused b) them. 

Since our office receives three cop- 
ies of \ our magazine. I wonder wheth- 
er it would be possible for us to get 
a set of these cartoons. 

Charles Chaplin 
Brisacher, Wheeler cO Stafj 
Los Angeles 



We bave noticed your offer of flraw- 
ings which appeared on page 125 of 
your 30 January issue. W^e liave been 
subscribers for some time hut I can- 
not recall that we bave ever received 
a set of these drawings. 

W^e would like very much to receive 
such a set. 

Charles 1'2. AiNderson 
Knox Reeves Advertising 
Minneapolis, Minnesota 

• Jaro Ucss ilrauin^s, siiitoLle for fraiiiinfz. are 
available lo new ami renewal sub!*4>rthf-rs withoul 
charRe. To others, the rost is St for the set of 
five. 

{Please turn lo page 61) 




KRAFT FOOD 
PRODUCTS 



are on CKAC 
because CKAC 
reaches 
450,000 
French radio 
homes, 
or 7 

out of every 10 
in Quebec 

CBS Outlet In Montreol 
Key Stotton of the 
TRANS-QUEBEC rodio group 

CKAC 

MONTREAL 

730 on the dial • 10 ktlowottt 
Representotlvett 
Adjoraj Young Jr. - New York, Chicago 
Willipm Wright • Toronto 
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toreccists of ihings to come, as 
seen by sponsor';^ editors 



Outlook 



Radio audience increase indicated 

for late afternoon, early evening hours 

Vudit'iico mensuKMiieul <urvo\^ now l)ein<r iiuulf will ?ho\v 
lislciiersliip on the in<'ira«> for radioV late artrrnoon, early 
e\(Miinfr shows. With Junior monopolizing the l\. mom 
and dad are turning to their radio sets for adult fare. 

Negro market a replacement 
for foreign language audience 

Big eilv stations can look for the \egro andience to re- 
plaee the foreign language audience should need arise. 
Americanization of foreign horn listeners; their gradual 
assimilation; lack of interest amongst second and third 
generation Americans to Old World folkways may mean a 
decline in foreign language listeners. Commen iais atid 
programs slanted to the Negro market ("The Forgotten 
15,(M)(),0(K)." 24 ()< tober si'ONsoi! ) could replace a declin- 
ing foreign language group. 

Papaya juice to vie 

with frozen juice concentrates 

Frozen orange juice has hoomed with the aid of spot radio: 
sales are high for Minute Maid, lli-\^ and Snow Crop. 
\o\v. frozen papava juice is due to get into tlie act. Two 
Hawaii husinessmen arc turning out a thousand eases a 
da\ : the two men expect to (lood llie maiidand witli tlie 
niHiar by this spring. Look for a radio <ampaign to start 
shortly. 

Auto manufacturers may plug 
trucks instead of passenger cars 

The big auto makers fp'ord. General Motors. Clir\sler Cor- 
poration, Hudson I lia\ e used sj)()t radio c(Tecti\'el\ to spur 
1030 ear sales. Now they may gi\e some of the air time 
o\er to li\ poing trn< k sales. Although Cli(n'rolel. Ford and 
Dodge report their best January truck sales in history, the 
industry gencralK bclic\es it will sell lewcr trucks this year 
than last. I'rici! < nts. autoniotixc ihanges, and increased 
heuN y model ads may be the solution. 

Home builders may set 
record for 1950 construction 

(f round was broken for <>().0()() houses and apartment 
dwelling units this j)ast Januars — 3().()t)() more than in 
laiuiar), 1949 and lO.'iO looks like a re<()rd jear. While 
trving to lower building material costs, <'on>tructi()n men 
are using radio to apj>eal to the mass maikel. \mong tlie 
users of s])ot radio was the Levitlowit dc\ elopmiMit. Now , 
Mastic Acres Incorporated, another f^ong Island project, 
is turning to radio and l'\ s|)<)t.s with a .s2()(),00() budget. 
Home builcb-rs tluoiigliout the nation will follow suit. 



NAB, foreign language stations 
to aid the census taker 

More llian 200 foreign language station.s tlii'ougbout the 
country will help the census taker on 1 Ai)ril. Spots and 
fi\e-niinute features are being i)repared for distril)ution to 
these stations by the NAB Foreign Language sub-commit- 
tee to help the new citizen understand the first < eiisus in 
ten years. Comniunit) leaders will read foreign language 
scripts w lii< li ask listeners to welcome tlic cen>us taker as a 
friend. Among the New ^"ork stations participating will be 
W'OV. WBNX. WWBL. WLIB and WHONL 

Anti-histamine ad barrage 
may lag this spring 

The antihistamine manufacturers are still spending mil- 
lions of dollars in advertising; but they may decrease their 
ad tempo. One reason may be the investigations bv the 
Food and Drug Administration and the American Medical 
Association; other reason is the advent of spring weather. 
First to drop out of radio is Anahist. Their two ]\Iutual 
programs, 7'rue or False and The Fal-con bowing out on 1 
April and 26 March respecti\el\ . 

1950 ad battle looms 
between transportation services 

.Airline business increased slightly while rail and bus trans- 
portation faltered a bit. Continuing the battle for passen- 
ger traffic, the railroads and airlines will maintain or in- 
crease ad budgets. New ^ ork Central S\ stein's ad outlay 
may be near $800,000 with radio spots used extensivel\. 
Airlines, meanw'hile, are becoming increasingly aware of 
x alue of spot radio. 

Hollywood starting to recognize 
radio as ad medium 

The mo\'ie moguls may be wising up to the fact that radio 
ads can bring jieople into theatres. Long identified with 
newspaper ad lineage. Ikdlywood is now turning to spot 
radio to bolster sagging attendance figures. Eagle Lion 
has plugged several pictures on the ankee network: 20tli 
Century Fox used radio for "12 OT'lock High " and RKO 
got on the radio bandwagon with a sj)ot cainj)aigii for 
'"Stromboli. ' Look for the practice to eoiitiniie: popcorn 
alone can't combat the \ ideo menace. 

Radio and TV set sales 
continue upward climb 

4 he usual aftcr-(4iristinas dro|» in demand whitdi charac- 
terizes radio and TV set sales has not materialized. Radio 
sales are doing well and 'Y\ set sales have totalled more 
than 4(K).000 for four consecutive months including Jan- 
uary. 

Alaska fertile field 
for U. S. radio 

American advertisers are invading Alaskan teiritorv. He- 
tent advertisers include Anlieiiser-Bus( h Inc. for Budweiser 
beer; Best Foods for Nucoii margarine: and Pillsburv 
Mills. Kecent afrdiation of kf" \U. l-^airbaiiks. and Kf^.Nl, 
AiKlioiage. with \B(^ should point up to V. S. sponsors 
Icrritorv s value salesvvise. 
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97^ depend on M 

for live sf^ck markets 

llocoiil sillily shows |ioiiotratiii^' 

power of WIjS frieiiclly sorvico 



Powerfully deuioustratiii"; h o w 
friendly, year-round serviee brings 
complete market dominance to one ra- 
dio station, the study just conipletod 
b) the Chieago Producers Connnission 
Association brought answers from 
1,086 leading Midwest live stock pro- 
ducers — with 9'i'/( mentioning \\'^LS 
among the stations they depend on for 
live stock nuirket reports. 

77% Say WLS First 

The question asked in the indepen- 
dent survey was: "'What radio stations 




Bill Morrissey, whose twice-daily broadcasts 
direct from the Union Stock Yards are "must" 
listening for live stock producers in four states. 



do )ou depend upon for li\e stock 
market reports? Please list these sta- 
tions in order of their importance to 
\ ou. ' 

2o.8'y ga\e onl) one station — WLS. 
Another 49.1 'r put WT^S first among 
the stations listed, making a total of 
2iUV. plus 49.1'?: or 77.9'.r who rank 
WLS first! 

Pioneering Pays 

It was in 1924 that WLS first pio- 
neered in live stock market reports b) 
radio and that same ) ear brought se\ - 
eral letters from farmers who had in- 
creased their profits by following the 
new radio reports. 

Continuing through two and a half 
decades, W LS has maintained and 
\ astly improved its ser\ ice. not only to 
live stock producers, but to grain farm- 
ers, dair\'men, fruit growers, poullr)- 
men the whole business and agricul- 
tural backbone of the rich Chicago 
Mid\vest served b\ the WT.S 50,000 
watt, clear channel signal. 

WLS for the Family 

W^ith daily ser\ ice building the con- 
fiden<-e and listening lovaltv of Mid- 
west farm and business men, the sta- 
tion's entertainment has been geared 
to hold the interest of all the family, 
so that WLS broadcasting attracts the 
solid family population that is the ba- 



sis of Midwest growth and prosperit). 

In 1919. 772.775 people s;iw WLS 
entertainers at state and county fairs, 
theaters and connnunity events while 
the same entertainers and air person- 
alities were drawing more than a mil- 
lion letters. Every Saturday night sees 
the Eighth Street Theater sold out for 
two performances of the WLS Nation- 
al Barn Dance. 

This eondiining wholesome, family 
entertainment and the servic e Midwest 
agriculture and business need every 
day of the \ ear, is unique with Wl^S 
— no other radio station duplicates 
this progrannning that goes right to the 
hearts of Midwest folks in city, town 
and farm. 

For exanqde, in the recent li\ e stock 
producers sur\ e\ , with WLS being 
ranked first by 77'^? of all those re- 
sponding, the nearest other station was 
first choice with only 12.4^V less than 
one-sixth as man). WLS received al- 
most as man\ mentions as all the other 
78 radio stations condjined— showing 
again the penetrating power of well- 
established, \vell-planned radio service. 

To find out more about how \\ LS 
prcDgramming can reach this market for 
\onr produet, see a John Blair man or 
\vrite: 

WLS, the Prairie Farmer Station, 
Chicago 7, Illinois. 50,000 watts, 
clear channel, ABC network. 
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THERE'S A SPECIAL 
COVERAGE PROBLEM ON 
THE PACIFIC COAST, TOO! 



Wh 



E HAVE A SPECIAL PROBLEM Ollt licrc Oil the Wcst Coast 

bec;iu.st; vvc ie diik-ieiit— geographically and geologically. The Paeifie Coast is a big area. It's broken up 
by mountains as high as 14,495 feet, and the marketing areas are far apart. 

The great distances between markets, the mountains, the low ground conductivity— all make long-range 
broadcasting impractical. Yet Don Lee is the only network out here that does not rely on long-range 
broadcasting. Only Don Lee is especially designed for the Pacific Coast. 

Only Don Lec offers a radio umbrella for each of 45 local markets— a local network outlet of the proper 
size to completely cover that market for tlie least possible amount of money. 

Ecpially important, with Don Lee— and only with Don Lee— you can get radio coverage to meet 
specialized distribution requirements. You buy all or part of Don Lee's 45 stations to get coverage of all 
or part of 45 local marketing areas— with no waste. 

LEWIS Ai.i.FN wiiss, Chciirmdn of the Board ■ wiLLET H. BROWN, President • ward D. ingrim, Vice-President in Charge of Sales 

131^ NORTH VINE STREET. HOLLYWOOD 28, CALIFORNIA • Represented Nationally by JOn^i BLAIR Si COMPANY 



Of 45 Major Pacific Coast Cities 




ONLY 10 

have stations 
of all 4 
networks 




3 

have Don Lee 
and 2 other 
network stations 




8 

have Don Lee 
and 1 other 
network station 




24 

have Don Lee 
and NO other 
network station 
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SPONSOR 




On the Pacific Coast, al)out 14 million people spend 15)2 billion dollars per year. Only Don Lee sells 
them where they li\'e. And Don Lee sells them from their own local network stations with all the local 
stalling influence enjoyed by such a station. 

If you're selling Pacific Coast consumers (whether you're selling all or some), remember our specialized 
coverage. Use the onhj radio network especially designed for the Pacific Coast: Don Lee. 

Don Lee Sfafions on Parade: KPRL-PASO ROBLES, CALIFORNIA 

A glance at a topographic map of California will shoio \jo\i wh\j KPRL is important to the rich agricultural area of northern 
San Luis Obispo County. The trading center of this area, Paso liobles, is completely surrounded by mountains and KPRL 
is the ONLY network station within easy tuning distance. Folks in the Paso Robles area depend on KPRL for network and 
6 localized radio service. You can depend on all 45 Don Lee stations to deliver your sales story to 99.8% of total Pacific 

Coast population! 

The jYatioii's Greatest Regional Netiuork 
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Willie Wish sponsor . 

Marott's Shoe Store, says this ahoiit that |)OKerful 

I)iiller hi Indianapolis: 

*'W e like heinji on the spot — " 

For the [)ast t\»o years .Marott's has s|)onsore(j 

}{ s[)ots a \» eek selling shoes to e> ery nienrher 

of the family. 

This is one of inaii\ suceessful frrnrs \*ho ha>e found 

tirat eonsistent use of spot anrrounremerrts 

over W ISH pays ofT. 

Ask arrv Free arrd I'eters "Colonel." 



that powerful puller m Imdianapolii 




OF INDIANAPOLIS 
o((,i,oicd w,ih AMERICAN BROADCASTING COMPANY 
GEORGE J. HIGGINS, Gcncrol Monoger 
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SPONSOR 



iV^rr iBnd renew 




These reports appear in alternate issues 



New on Networks 



SPONSOR 


AGENCY NET 


STATIONS 


PROGRAM, time, start, 


duration 


Iiro<*k Caii<ly Co 




riis to 


.Snnsli ine Sn<*; S;it 7-7 :3<) pin ; April 1 ; ! ;i wk 


I* 


Coljiate-1'aInioIi\ c-IN'ot 


V( illiain Ksty 


♦:iis 23 


Program niiiiain<*t] ; M-i' 1-1- .-.*t() pm ; April .*( : 


r>2 >*ks 


irrnrral Mills 


Kiiox-Rce\ cs 


CBS 173 


W'liralirs \\ elr"iiu*s Hark Itnsi liall ; Sat 1 (»• 1 (> 


;30 pill ; April 1 o <iiil> ; 








ime-tinic sliot 




(irpoii Spot liic 


Phillip J. .Moany C« 


ARC 70 


Siirpriso Packa;:c; Tli I - 1 :.*l(> ( (^o. sporiMtr*) 3-.' 


: ir» CS I .spot) ; March 2 ; 






1 8 week c\ tells ii>n of (.'oa^'t profxrani 




Hot Point 


y\ axon 


CBS 173 


Program unnaniril; Sun ti-tt pin; April *> only 


, oiio-tinic ^hot 


lAfifivtt A .>lyer^ 


C^uniiin^Iiaiii & \^*alsli 


<M1S 172 


CoJfroy Di^fstt Sal |>ni ; Jan 2H; 52 




Phillips Prtroleuni 


Lainliert & I'VasIey 


riis ft I 


Ilfx Allen Show; Fri I().I(f::tO pni; M.irrh 1 


-; r.2 >.ks 


PilMiiiry Mills 


Leo Itumclt 


«;bs 173 


.\rtliiir Godfrey; M, F altcriiatr 10:15-30 am; 


April 10; 8 xk,. 


Storliiig Drug Inc 


n^nrrr-I'itZKrralfl'Sanipl*? 


CHii 151 


Siiif* It Again; Sat lOii.'^.ll pin; Marrh 11; 


y'2 M ks 



Renewals on Networks 



SPONSOR 



AGENCY 



NET STATIONS 



PROGRAM, time, start, duration 



(Jrorge A. Ilormel & Co 
Johnhiin Wax 
Lever llrothi-rs 
-Mail Pn ucli I'oliacro 
Pillsliury Mills 
Procter & Gamble 
Christian Science Monitor 
William 11. Wise «!<: Co 

ill lain son CanJy Co 



\eotIliam, Louis <!t Brorliy 
ItuthraufT iK. Ityan 
i'liarles ll<iyt 
Leo Itiirnctt 
ltent<in & Itnwies 
11. It. lliiniphrcy 
'I'hwinp & Ahiiian 

Aiihrev, .^loorc W allaco 



AnC 221 Miisie \\'ith The Girls; Sun fi:30-7 pm; March 12; 52 wks 

MiC lf>.> Fihhrr MeGee & Molly; Tu 0:30-10 pin; March 28; O wks 

CHS 118 Aunt Jenny; M-P 12:13-30 pm ; Marrh 20; 52 nks 

MHS 1.50 Sports Kt.r All; Th 8:30-5.5 pm; March 23: 52 wks 

CHS !5t Grand Central .Station; Sat 12:30-1 pm ; Feh 25; 1% v*ks 

CHS ! 16 Perry Mason; M-F 2:15-30 pm ; April 3; 52 wks 

Ali(^ The f'hristian Science Monitor Views The iSews ; Tu ** ; 30-45 pni ; 52 h ks 

AltC 62 Get ^1 ore Out of Lif c ; Sum 1 O ; 1 5-.*tO pni ; f h as (in a one-time hasis 

Jan 22) exteiideil 12 more eek<^ 
MBS 18.5 True Deteetive Mysteries; Sun 5 :30-6 pin ; >1 arch .5 ; .'>2 v* ks 



National Broadcast Sales Executives 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Kelly Anthony 
Lance Halloii Jr 
Clauile Harrerc 
John K, Barrett 
Norman Bo^rs 
Vincent F. Callahan 
^'en<lell Canipliell 
DoiiRlas Day 

Jacqueline L. Dodpc 
Robert M. Dooley 
Willis K. Freiert 
James C. llir>cli 
Robert Z. .Morrison Jr 
Donald A. !Sorniaii 
Hernard II. Pclzcr Jr 
L* B* Rawlins 

Roger D. Iticc 
Franeis F. Sanford 
Se\ illc Sliauahan 
AI Tyler 
Perry Walders 
Gene \^'ilkey 
Chris J. \^ ittiiig 



KFI-TV, L.A., dir 

NHC, IN. v., adv and prom dept 



WIKY, Evans\ille, t^ls nifjr 
WMCA, N.V.. (lel iiisr 

AS'<^Q\^', Wa"-hinpton. D. C, dir of prom and pub 
WCCO. Minneapolis, gen iii{:r 
Buchanan <X Co.. N. ^ ., exec \\i 

MiC, N.^. 

KFAB. Onialia, nati sls 
WBAL, Halto,, AM ^i, TV 
Free-lanee in (iliicagn 
^'FH^, Pli ila., charge »if new sb 
WMiC, WiMiC.FM. WMU, iN.^., 
0\*en »!<: ChappcII, N.Y.. aeet exec 



pro^ nipr 



development 
asst nipr of s 



W'estinplioiise It ad in Stnl ioii'^ 

relation>i 
KING, .Seattle, acet exee 
Fortune Mapazine, ^.^ ., adv dept 
WJT.N. JaniestoM n, N.^ „ sis 
\\ SUA, Hloii iiiiiipt<iii, pell nitfr 
W\)<JW, \^'a^liinploii, D. C., eoiiiml 
Vi'CCO, .M iiincapolis, awst pen nigr 
Du Mont. 



hila.f mpr of ind ustriiil 



Same, a^st to pen inpr 

Same, »^upcr\i^or of sis planning <liv 

Foreipn Language Quality Network, N.^ pen iiipr 

Same, iiigr of o|ierations 

Same, exec \ p and member of btiaril of dir 
Same, si.-, »lir 

i'HS iNetwork .Sales, i'hieago. Western sis mpr 

Dii Mont, N. ^ dir of adv of tv reeei\ er sLs di\ and network 

an<l company (iMned stns Hirtia<lcasting 4li\isi<in) 
W 1>TV, Pilt^^b., aect exec 
W OW , (hnaha. nati sls mpr 
Same, WBAL-TV sis uipr 
W NBI*, .N.V., acet exec 
NHC Spot Sales, jN.Y., aert exec 
Same, sK *Iir 

\BC Spot Sales. N.^ ., acet exee 
KVW , Phila.. nigr 

Same, natI sis iiipr 

^ NHC, N.Y., acet ex re 

Vk KHW , Bnffah>, sU 

AS I K V, Kvaiisville, sis mpr 

U TTG- I V, W asliinpton, 1). C. sU exec 

Same, gen mpr 

Same, gen nigr (if ty in-iMiirk 



• III iie.v< i.v.viie: A'eie .Vnfioiinf Sptti ISnsiiiess: iVeie ciiicl Keiieieed on Te/eri.si«ii; 

SiutUnt Itepre.veitf ftf ioit Cfia iif/e.v: i'lrfeerll.vliic/ /If/eiiei/ I'er.soiiiiel Chaufn's 
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Sponsor Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Ceorf;o F. Atkin»<on 

Holme IlritiiiT 

J. V. Dull 

II aruld K. Farris 

\^ illiain 1' avcr^-hant Jr 

Grorp*' II. Hands 

< harles II. KflUtadt 



Gliddrit To ( Durkre Dii tvion ) . l.ouiv« ille, nipr 
Marshall Field H To, Chicago 
Tex r,o, N.^ tiati dh mpr 

Stiil>I»*5 Eleetrir Co, Portland^ pen inpr 

HroHtt-l'*4>rtnan Distillers Corp, LouiH\tllef district nipr 

Vi evt iiigliouse Fleet rie Corp, Pittsh., dist rict sis prom 
nipr 

Marfadden Ful>I rat ion », .N.^ spaee sis 

Sears Roebuck A Co, X.^ natl retail merrliandise nipr 



Same, exce as^t to pres 

St. JVIary*s Robes I nc, M.^., *p 

M aek-I nt ernational, N.^ *p 

Avco Mfp Corp, Connors* ille, Indiana, field sis nigr In rharpo 

of four new regional offiees 
Same, administrative assi«^tant to vp 

Same, asst mpr of the indu^^trlal products advertising and ids 

proniot ion department 
The Diamond M ateh Co, Faterii represent ati\e of natl hook 

match adv dept 
Same, *p 



New Agency Appointments 



SPONSOR 



PRODUCT (or service) 



AGENCY 



Alexette (ilove Corp, (*lo\ er^ville, iN.^'. 
Autolene Luhrieants Co, Den\ cr 
Ucacli Foundry l.td, Ott a^ a 
Helen 1. Hrook, Hrooklyii 
Iturntoiit I ne. Hurl iiip ton, Vt. 
Coleman Lamp Sto^e Co, Toronto 

Contour Chairs litc, N.^ . 

The Cro<'ker> Den, \\ ilitiinptott, Delaware 

Delscy Products Inc, .N. 

Draper ^ Oolen Mills, (*.anton, Mass. 

I'isher D;iiry X Cheese Co, M up ak en eta, Ohio 

tVankenliuth Hrewitip Co, Frankenmutli, Minnesota 

Cuitare Inc, IpHood 

Hickory \ alley Farm, Strond^linrp, Pa. 
Iii-V Corp, N. \, 

llolzer-(]aI>nt (division of National Pneumatic Co Inc, 

Hoston ) 
Dorothy Ilnbbs lite, N. 
I'^br.-indtsrn X' Sons, Inc., N. ^. 
IloHard D. Johnson Co, .\. ^. 
II. Kohnstatuui (^o, N. 
I. intones FriendU Rest aur;ii>t s, Phil a. 
McCorniick> l.t<l. L«>iMlon, Ontario 
Mackic Lo^ejoy Mfp (*o, Chicapo 
Midwest Dried Milk Co, Dundee, Illinois 
.M)nex Co l.td of (Canada, Chicapo 
N<*isn<'r llrothcrs Inc, Ho<'liest<*r, N. ^, 
Northern Heddi-H ip (^o, llerkeley 
Nortlirttp X Co, Sprinp \' alley. N . ^ . 
Dculine Co. Beverly II ills 
OpIIvie SiNt<'rH, iN. ^. 

Oh en-I Ilinois <*IaHS Co, Toledo (American Coatinp 

Millh Division) 
Packard Hell Co, I<.A. 
1 he Peasaiitrraft Shop, N. ^ . 
IV t Foo<l <"o, Portland, Ore4!Oii 
Pharni-Craft <'orp, N. ^ . 
Pl> mout li Text iles, Hrooklj n 
Poniatex Co, N. ^ . 
I. Ponner Inc. N. ^ . 

Republic Tele* is ion Corp, llrooklyii 
Roberts I ndnstries, Dnrhani, Coini. 
Rocniore Co. N. ^ . 
Sunt son Co rd iipe Works, Host on 
Scalnnian<lrc Silks Inc, N. ^ . 



[>rtl ii 



Ma 



Sell lot terberk «S. Foss Co. 
D. A. Scbnite Inc. N. V. 
< hnrles Scribiier's Son**, N, ^. 
SbfttHcIl Mfp Co, Chicapo 
Sliiiron Optical <'o, Ceneva, N, V. 
Spehlel <:orp. Pro\ idence, R. I . 
Stn-<^ulm Co, N. ^ 
Stii-Nect Corp. I. .A. 
I nhin- Picker X Co, Cbl. 

I'elcc IcIe^Ision I i>c, Lonp Island City, N. V. 
I reiiMure Ca^e. Inribuult, Miiiit. 

True- Health * Iieniical Prodncts Corp, Bradford, Pa. 
I nited RIee Mlllinp Products, New Orleanii 
V( HmKotta MilU. New Bedford, Mass. 



G I o V c* 

Air-entraining agent 

Cus ranpes 

Chocolates 

Fire liphter unitK 

Stoves 

CItairs 

Dinner and glassware 
Presto Whip 

Liners for men*s outerwear 

Cheese foods 

Brewery 

Lipstick 

Smoked meats 

Fruit concentrates 

^Vlanufacturer of eelctric motors 

Dresses 

Steamship line 

Rest aurant eliain 

Client ieals 

Rest aurant chain 

Htseuits 

Closet ac<'essories 

I'ood products for Ii\ est ock 

Reducing tablet 8 

Variety stores 

V^'hippe<l cream 

Sealing cotnpoutt<l 

F>e pads 

1 1 air preparations 

Manufaeturer 

Radio and TX' sets 
Ilandit rafts 
Thanks dog food 
lle<*d & Sprit© 
Cotton remnants 
Hair dressing 
Costnet ics 
I elc\ ision 
Skiffs 
Boys caps 
Rope manufaeturer 
Fabrics 
Kxt ract A 

Chain retail storm 
Rooks 

Marsbittallowg 

I .Cn 'i^'H 

Vk'atcit bands 
Sedati\ e 

I I air t riniittcrs 
I )resses 

1 <d<*vIsion 

■'TreaHiir*' Cave** cheese 
Amnionlated Chewing Cum 
M an n f actu rer 
Sheets 



Lester 1 1 arrison, .N. 

Bill Honsil), Denver 

Walsh, N. 'k. 

A* B. Landau Inc, N. ^ . 

1 ownsend, Burlinpton. Vt. 

Spit zer & .Mills, Toronto 

Casmir, N. ^ . 

K ates-II aas, \\ ilmington 

Ralph W. Sliarpc »K: Associate*, Detroit 

Sterling, N. ^ . 

Don Kemper Co, Daj t on 

Ruthrauff & Ryan, Detroit 

1 lie Bogerts, L.A. 

Gordon & Rud^ick, N, ^, 

Franklin Rruck, N. 

Henry A. Loudon, Ho'»ton 

Chernow Co, N. ^. 

Cowan & Denpler Inc, N. ^. 

N. W. Aycr, Pbila. 

Ben Sackheini, N. 

W. Wallace Drr, N. "k". 

Walsh, Toronto 

G<*orpe .N. Kahn, N. 

De.Munn & McGuiness, Chicapo 

O'Neil, Larson \ McMalioit, Chicapo 

Charles L. Runt rill X Co, Rochester 

R) der & I nprant Lt d. Oakland 

Kdwards, llacken'-ack, N. J. 

TwI II. Factor. L.A. 

Cliernow Co, N. ^ . 

Schontf eld, II uhar Green, Chicago 

Fl^ood J. Itohinson tK, i'.o. L.A. 

A. B. Landau I nc. N. ^ . 

Xl'illiam Ke^ter & Co, L.A. 

Ruthrauff & Ryan, N. ^. 

Wilson. Ilulpbt X Welch Inc. N. Y. 

Boblcy Co. N. V. 

II. W, llauptinan Co. N. ^ . 

Robert Whitehill Inc, N. ^. 

Gordon K Hnd^ ick. N. ^ . 

Ilirsltoit-Garfield Inc, N. ^ . 

II arold Cabot Co, Host on 

Berntingliant, <-astIenian »'4 Pierce, .N, ^ , 

Sutherland -Abbott, Boston 

Lynn Baker Inc. N. ^ . 

Cecil »'C Presbrcy, N. , 

Re in eke, Mey rr t'C Finn, CItieapo 

Charles L. Rnntrill Co, Rochester 

Snilii nn. Stauffer, Coin ell t'i Ba> Ics Inc, N. Y, 

Ra\ Austrian K As'soriiit es, N. 

GliisM<*r-Gailey, I,. A. 

Fletcher D. Richards, Chi. 

Lew Kashuk X Son, N. ^. 

Mclanied-llobh** Inc, M *tipl s 

Lloyil Mansfield, Buffalo 

Stone-Stevens Inc, New Orleans 

McCanii-Frickson, N. 




The RFD mail wagon wliich brouglit the 
only news of the outside world to remote 
sections of northern California . . . the 
security box from a Wells- Fargo stagecoach 
... a mailbox from the 1850's . . . an early 
telephone ... the semaphore on San F rancisco's 
Telegraph Hill . . . Pony Exjjress riders who 
sj)eeded communications between the east 
and west ... ox bells used by highwaymen 
as a ruse to stop the stagecoaches . . . 




. . .the flag of the California Republic 
. . . an old telegraph key. All these were 
vital communications in the early 
days of northern California. Today there 
is one, and only one, way to reach all of 
northern California at one fell swoop — 
KNBC. It is northern California's best buy. 




THE STATION OF 
NORTHERN CALIFORNIA 




50,000 WATTS 
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680 K. C. 



I 



Represented by NBC Spot Sales 
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Boston, p„ 



tan""**** 
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Clair R. McCollough, Gen. Mgr. 
Represented by 

ROBERT MEEKER 

ASSOCIATES 
New York Chicago 
San Francisco Lot Angeles 




W. yMioii Joiirs. jiresiileiil of (lilies Sci\ Ice. ha? alwavs eiijo\ed 
lackling a tough project. He cjol one in 1942. Thai \ear tlie gov- 
eiiinieut was sweating over the prohlem of pi])ing Texas oil into in- 
diislrial centers of the East. F.D.K. ai^kp(l 11 executive? of the 
country's top oil companies to pick a man for the joh; their choice 
was Jones. 

The executives chose wisely. 

He complcled the task in 3S0 days at enormous savings to the 
government. For his outstanding achievement he was awarded the 
nalion's highest civilian honor: the Medal of Meiit. 

In 1920 Cities Service vice-president Frank FrueaufT sjiolted Jones 
as a hot executive prospect. FrueaulT asked him to hecome his as- 
sistant; Jones acceplech A short time later FiucaufT died and Jones 
hecame v icc-i)i esident. 

The new veepee was eager to luiild Cities Service into a major 
organization. The hulk of the company's income was then derived 
from the distrihution of gas, light and jiower. Jones considered this 
a small operation, wanted to expand. After studying the company- 
owned suhsidiaries, he made his higgest decision: Cities Service was 
going into the petroleum husiness. He helieved that this would fan 
the firm's husiness from a steady hlaze into a roaring honfire. He 
was right. Rv 1 January 1947. Cities Service had a record cash 
halancc of Si 69.000.()0().' In 1940 Jones was elected president of 
the conij)anv . 

IWoadeastiiig helped Cities Service up the ladder. 

Citi(;s Serv ice has heen using radio for 24 consecutive \ears. The 
firm sponsored its first program in 1927. Last \ear the (■onlpan^ 
sponsored a sinuilcast of its current program Band of America. Of 
its estimated .$1 .OOO.OOO aimual ad hudgel. in 1919 the firm spent 
more than $6()0.()0() for radio and $41,125 for T\'. 
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SPONSOR 



WFMJ 

Youngstown, Ohio 

is mzu broadcasting on 1390 with 

5,000 watts 

(50,000 walls on J 05. J FM, diiplioating AM profii jims) 



l^ovcr Younqstuvvii, Ohio, tliR natiuii's 
fourth largust steel center and Dhiu's 
third market, ranking next tu Cleveland 
and Cincinnati hecause of the closely 
huilt np territory all aroond Younqs- 
tovvn, with . . , 

W F M J 

Basic ABC Station 



iSews of iJie AssociattMl Prrss, Uiiil<'<l I'ress and Youngslown Vindicator 



HeadlGy-Reed Co., Natinnal RGprBsenlaliviis 
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Best Buy in 
SOUTHERN 
NEW ENGLANO 

WTIC 



tVeir ffei*efopttietil.s on SPOi\SOR stories 



BEST BUY ON 
WTIC 

A long established 
outstanding 

NEWSCAST 

SUNDAYS 
6:00 P. M. 

Call WEED & CO. 
for details, today 



PAUL W. MORENCY 
Vice President -General Manager 

WALTER JOHNSON 
Assistant General Mgr.-Sales Mgr. 

WTIC's 50,000 Watts 
Represented nationally by 
WEED & COMPANY 




TH£ PROSPEROUS ^ 
SPUTHBRH NEW tHC\AUt> 
iH/IRKET 




"Out Of The Beauty Parlor 
Into The Home" 



See: 

Issue: March 1948, p. 31 
Subject: Homemade Hair Waves 



"W hich twin has the Toni?" 

The repetition of this simple question o\'er the air has paid off 
for Toni; and soon the compain launches a new radio campaign. 
As .SPONSOR reported in its story "Out of the beauty parlor into 
the home, " Toni spent $5,000,000 for advertising as far hack as 
1947 . . . $3,500,000 of it in broadcasting. 

Ke<cntly Toni set 26 March as the kick-off date for a new adver- 
tising drive. The nationwide campaign will promote Toni's new 
product for short haircuts, the Midget Spin Curlers. A new kit with 
six midget curlers has been designed and will retail for $1.33. 

Still reiving heavily on radio, Toni plans to use its three CBS 
network shows — Give and Take, This Is Xora Drake, Arthur Godfrey 
Show -[o help it introduce and publicize the new product. 



See: "Before You Junk Your Commercial' 

issue: 2 January 1950, p. 32 
Subject: TV Critics Club 



A new surve) shows that TV commercials can increase repeat 
sales of a product. 

Recently srONSOR ran "Before You Junk Your Conmiercial," a 
story based on data taken from the first Look Hear study. Maxine 
Cooper (author of the television column Look Hear) conducted the 
study, came up with some impressive information on the buying 
habits ly commercials develop. 

Results are now in for the Look Hear study number two. They 
indicate that a high percentage of those who have bought a product 
for the first time as a result of a TV connnercial repeat their pur- 
chase. Of the original 2,000 names used in the first study, 300 were 
interviewed in the second study. The latter was conducted mid- 
January; and 66.6 percent of the questionnaires were returned. 

A breakdown of the 62.5 percent of the respondents who regularly 
view the Sanka-sponsored Goldbergs is as follows: 

Viewers who have purchased Sanka ^ 

N(jn-viewers who ha\e purchased Sanka . . .. 

Total viewers who buy Sanka .. . 

Total non-viewers who buy Sanka . 

Among those who bought Sanka for the first time as a 
result of TV commercials: 

Did repeat purchase . 

Did not repeat purchase 

While 77.7 percent of the regular Goldbergs viewers repeated 
their purchase of Sanka, only 25 percent non-viewers repeated the 
purchase. If )()U lake from the sample the names of all Sanka re- 
peaters, among them are 87.5 percent who are Goldbergs fans. 

Among respondents who had bought Old Cold cigarettes for the 
first time as a result of TV commercials, all repeat purchasers \\cre 
women. I\on-repeal purchasers were equally divided between men 
and women. 

Did repeat purchase (all women) 27.3'"^ 
Did nol repeal purchase (men and women) 72.7% 
It's clear that in the cases cited the influence of T\^ on viewers' 
bu)ing habits didn't end with the first j)urchase. 



83.7 7o 
16.3% 

25.6 7o 
6.6% 



61.5% 
.38.5% 
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SPONSOR 



to our Execulivc lleprcseiilaliv es will be liighlv beneficial 

foi voii and deeply a|)[)reeialefl !)v us. W e proudK inlrodnec . . . 





HUUCK EELLS. No Mvivel-chair 
general, our lop exerutive is liappy only 
in the field. Says helps hini survive 
Holl) wood arlidi-'iality. 




JIM EELLS. llaril-hitling counter- 
part of Uruce, lowa-born Jim is highly 
experienced in all jdiascs of radio station 
operation. Knows and satisfies station 
need^ — lucratively. 





JEAN ARMAM). For many years 
nuinaiii-inent counsellor to station oper- 
ators throiighout the IJ. S. and CanaJl, 
Jcaij says the Program Library Service is 
tijf lirsl lug price and (]uality break oper- 
ators have ever been furnished in 
transcriptions. 



^'^^Sfl NATIONAL ASSOCIATIOHOf 




WADE CKO.SHV. Reared in top ad- 
vertising agencies, versatile Wade has 
appeared in many Bob llo[)e pictures, 
starred in the famous "Frontier Town" 
western railio series, aspired to represent 
o\cr-all Bruce Eclls interests in tiie field. 



I'AHKEK STOL'CII. .Marshalltown- 
lired and \\ L\\ -traiiu'd. I'arker enthusi- 
astically quit an important mercantile 
post to carry the new Program Library 
niformatioii to broadcasters, dispell the 
natural "too gtjod to be true" reaction 
of the cynical ones. 



inmE EEiM noGitMi imm s/mm 

PRODUCED BY BRUCE EELLS & ASSOCIATES, INC. 
2217 MARAVILLA DRIVE HOLLYWOOD 28, CALIF. 



First and only Iraiiacribed 



Library Serricc of Adronlnre, Drama, Mystery, Romance, Comedy, Jurenilo and Mnsir Programs 



tit/- 3 




and company 



Rwio anh televuion station bspresentatives 




NEW YamC • BOSTON • CHICAGO 



Ttplf • SAIi FRANCISCO 



ATLANTA • HOLLYWOOD 




I 




EVEN KIDS IN ULRICH FAMILY HAVE OV/N RADIO, TO SEE SIX OTHER SETS THIS TYPICAL FAMILY OWNS, TURN PAGE 



How manv radius 

#7 




Trend to radio in every room 

listenin^i; gives advertiser 
ninltiple impressions 



^HHffiRl Junior: "Gee whiz. Mom. do we ha\e to 
ISmSH listen to that hue mush? I het Jack Ann- 
strong uoulfln't staiifl for anything that corny. Can 
1 tune him in?" 

Mom: '"Junior, hush. Gloria Cu-h i> coming on 
next, and I certaiidy don t intend to miss her. ^ {)u"d 
think 1 didn't li\e here. Your father was glued to the 
ha=ehall game all xesterdaj afternoon.' 

That was radio, prewar vintage. 

The 1950 picture is different. 

How different is a matter of great significance to 
ad\ crtisers, 

Yesterday's picture was one of a single ad\ertistng 
message shared by a family. Today s picture is one 
of listening h\ iiidi\ iduals : of nndtiple advertising 
im|>ressions within the se\eral rooms of a single home. 

\Iuhiple-set listening is one of the major radio de- 
\'elo|jments of the past decade. Its importance to s]30n- 
sors and stations can hardly he o\ erestimated when 
the possihilities are studied. Postwar momentum of 
the trend toward nniltiple .«ets in the home is creating 
a l)igger. more ])oteiU broadcasting iii(liistr\. 
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LAUNDRY 



DINING ROOM 



WORKSHO 



And hot on the trail of the multiple- 
sel-dovelopninnt. are researchers, man- 
ufacturers and industry leaders. The 
awakening to its implication didn t 
come overnight, but the story of ra- 
dio's long disregarded out-of-home lis- 
tening seems likely to save nmltiple 
set ouiiership from a similar fate. 

It is oidy re<ently that time sales- 
men have been able lo impress adver- 
tisers on tlie extent of out-of-home lis- 
tening on the basis of fact, not theory. 
Even now, despite the overdue rescan li 
on listening in autos and [lublic places, 
salesmen refer to it as a '"lionus" au- 
dience. !\ewsj)apcrs and magazines 
have never been known to consider 
Ifiis, train, and subway readers a'^' 
"bonus circulation." Thc\\c got their 
readers counted and <-lassificd. and 
thcv sell them as a sum total. 

1 hat listening has become a per- 
sonal matter means iinicli mon; to the 
ad\erti>cr ihnii the fact that set owner- 
ship has increased 1.S.5 percent in the 
f>a>t year. 1 he full meaning of morn 
s(;ts in the home van onl\ be realized, 
and utilized whtnr the effect it has on 
degree and int(;nsity of listening is 
anal) zed. 

Family listening nican> distractions, 
(.'ompronu'se on program choice results 
ill a less intense. l(;ss interested au- 
dience. Tile collecti\-e f<dk listen with 
one ear; the advertlsers's message gets 
similar attention. 



Now dad listens to sports in his den; 
mom washes dislies in the kitchen to 
the tune of her favorite orchestra. 
Junior has his set- -and Jack Arm- 
strong — all to himself. All of which 
makes for attentive dialers. 

In a report prepared especially for 
SPONSOR, Albert E. Sindiinger, head of 
Radox. gives findings of a multiple-set 
sam|jling in Philadelphia. Radox 
monitors everv set uitliin tlie home, 
and more than 100 homes in the sarn- 
l)le have been equipped with this check 
system for over ]8 months. 

According to Mr. Sindiinger, there 
are few homes in the Philadelphia area 
without secondary sets; most extra sets 
are located in the kitchen or l>edroom. 
(Favorite hications are indicated in 
more detail by the E. C. Hooper <md 
Iowa Radio Audience Survey figures 
in the box shown elsewhere in this ar- 
ticle.) 

"/\bont 20 percent of our homes," 
says Mr. Sindiinger. "use the secondary 
set move than the living room radio. 
Most of the secondary listening takes 
1)1 acc during the da v. We have seen 
many exami)les of daytime listening 
where a kitchen radio was on for two 
or three hours, then a bedroom set will 
come on at a later hour. similarU' 
tuned in. Hcdrooin listening later in 
llic esening is primarilv to music- -ex- 
cept in children's rooms. 

'■\\'e sometimes get multiple-set rat- 



ings which are as high on secondary 
sets as on the primary sets for certain 
programs. In the evening, we find 
many homes listening to two different 
programs. 

This last point underscores the ele- 
ment of personalized listening. Pro- 
gram preference and loyalty is so de- 
cided that the family gives up the de- 
sire for companionship to satisfy it. 

Sidelight findings on what happens 
to radio listening with the advent of a 
TV set in the home are included in the 
report. Ac<'ordiiig to Radox monitor- 
ing, listening redmes to a near vanish- 
ing point for six months after the in- 
stallation of a television set in the 
home. After six months, secondary 
sets come back into the picture, the 
majorit) dialed to musical programs, 
W ithin one year, listening habits start 
fonniiig a definite pattern on kitchen 
and bedroom sets. 

Hugh lieville. Director of Research 
for NBC. commented on the current 
mnltiple-listeniiig pattern at a Pulse 
luncheon sewral months ago. 

"As radio has mox-ed out of the par- 
lor into the bedroom, the den, the 
kitchen, and other rooms throughout 
the house, teclmitiues which were pri- 
marily (levcloi)ed to measure family 
listening based on a single home re- 
ceiver in the living room have pro\'ed 
inadecjuate to meet the changing situa- 
tion. 
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'DROOM 



DEN 



LIVING ROOM 



"Here is just one example. A special 
study by Hooper revealed that a rating 
for a juvenile program more than 
doubled when additional questions 
were asked to find out from the tele- 
phone respondent whether or not lis- 
tening was taking place in other sets 
within the home." 

It is true that some tpchnic]ues have 
not been refined for maximum useful- 
ness. Some have shown a tendency to 
stop short of the individuals surveyed. 
It is not denied by various researchers 
that dealing in percentages instead of 
persons weakens the punch of current 
studies. 

But to balance this existent negative 
factor, there is a heartening positive 
one. 

The Iowa Radio Audience Survey 
is an excellent example. Conducted for 
the past 12 years by Dr. F. L. Whan 
of Wichita University for WHO, Des 
Moines, it is based on personal inter- 
views with over 9,000 Iowa families, 
scientifically selected from cities, towns, 
villages and farms throughout the 
State. 

The 1949 survey, released in March, 
showed that 47.5 percent of all Iowa 
families have two or more radios; 51. 9 
percent, auto radios; 9.7 percent of 
trucks are similarly equipped. (Partic- 
ularly interesting, as a reflection of the 
extent to which multiple sets have be- 
[Please turn to page 44) 



Homes with ttvo or more sets. IfiJO-lfiJfi* 



l^AO 1949 


Percent of all homes owning radios 




90.8% 98.6% 


Percent of homes owning: 






only one set 




81.8% 54.3% 


two sets 




13.8% 33.3% 


three or more sets 




4.4% 12.4% 


Total — all radio homes 




100.0% 100.0% 


*Based on the Iowa Radio Audience Survey 


(WHO) 




iVifiiiber of sets in home hy plttee 


It 

of re.vicfeiice, IfiJfl* 


All 

Percent of homes with: Homes 


Urban 
Homes 


Village Parm 
Homes Homes 


one set 54. 3*^ 


47.5% 


60.4% 58.8% 


two or more sets 45,79i 


52.5% 


39.6% 41.2% 


Total HO 0.0 '^f 


ICO.0% 


100.0% 100.0% 


*Based on the Iowa Radio Audience Survey 


tlooms in which sets ttre loctttetl: 


Percent, according to 
Location; Hooper diary survey 


Percent, according to 
Iowa survey 


living room 79.3 




68.0% 


kitchen 25.5 


'/c 


36.2% 


bedroom 20.7 


% 


21.2% 
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Over 50 pcrcont of U, S, Steel's acl liiicl^et 
^'oes to \viiiiiiii;»' i'rieiicls. especially 

stoekliolclers and employees 



ames, fine productions, make Theatre Guild tops 



\s '/ Iwatic (hiild on the 
Aii |)ii>>('s tli(> iiiidwa) 
' point of il> fifth season, 
llii'i i' is MO ('\ idi'iicf that (lie show has 
sohl as imich as a thinihh's weij^ht of 
steel foi its sponsor. th(> I iiiled Stales 
^teel Corp. 

\{'{ I . S. Steel will shell onl more 
than Si. 2()7. ()()() for the projirani dnr- 
ing 1950. \dd to that the .S^.O! )().()( HI 
thai I SS has spent on Tlicdlic Ciiild 
siiue 1045. Cmisider the fact that not 
e\en ihe woi-hTs laigest steel corpora- 
tion can alToid to tliKiw jiood millions 
after had. It follows thai Tlicalic 
(Jiiild on the \ir is not fnipposcd to 
sell steel. It s snpposed to sell I , S. 
Steel not the piddncl hnl the eom- 
j^am. Ihe stor\ of how w(dl it is suc- 
( I'cdinjz is oni" that adxertiscts in jicn- 
eral. and instilnlional ad\erliseis in 
l>arti( nlar. can profitalds stnd\. 

l)nd<iet-w ise. with moic than a mil- 
lion and a ipiartei" dollais eaimatked 
ea( h \ear for ladio. I . S. Steel spends 
perhaps another nullion f(H- ad\(M'lis- 
inji iii maf;a/ines and othei printed me- 
dia. jnaiid\ oji an ijistitutional lijje. 
Ihil it's radio that does the hij; j<di. 

I . S. Steel went into radio pritnai- 
il\ lo '■hnmani/e ' itself to the pnhlie 
lo change the popnlar concepi of 
this jiianl corpoialion lo somelhinji 
less inlimidalinj; than lhal of a shape- 
less hul \ajin(d\ sinisler mass. \s (he 
I iiit'.slin<'iil Dcfilcis Dipcsl pointed ont 
in a recent isstie: 'T. S. Steel not so 
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man\ \ears aj:o was the Imlt of politi- 
cal cartoonists, rahhle-rousers, (^on- 
jiressmen. It was the crnhodiment of 
all that is considered reprehensihle in 
husiness. loda) l!ig Steel is legarded 
hene\ olentl) h\ a large portion of the 
puhlic. This <diaiige is due almost cn- 
tii(d\ to highK int(dligent public iii- 
fottnation acli\ities. Keccnilx we had 
(Kcasion to c<mnnent on thi^ commer- 
cials of I . S. .Sieid's i-adio program. 
Tlicdiic Cuild oil the Air hi ief. hon- 




est. reser\ed. homespim puldic rela- 
tions at its finest. . . 

J. Carlisle MatDonald. assistant to 
lr\ ing S. Olds. I SS hoard chairman, 
modestK conenrs in these judgments. 
MacDonalfl is in o\erall charge of F. 
S. Steel s pnhlie relations program, of 
whicdi Theatre (iuild on the Air (rep- 
resenting moie than half of the adver- 
tising budget I is the coi-c. Another 
unsolicited testinioiual that Olds and 
MacDonald found especialb heart- 
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Theatre Guild s Lawrence Langner, USS Irving Olds, public relations chief J. C. MacDonald 
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OVER 250,000 HAVE SEEN THEATRE GUILD BROADCASTS; 10,000 (ABOVE) AHENDED SHOW AT UNIVERSITY OF MINNESOTA 



wanning is this excerpt from a recent 
colunni in the I'ittsixjrgh Fo'^l-Cazelle 
i)\ that newspaper's sports editor, H. J. 
Hoyle: . . It is a pleasure to find 
the (radio) industry coming up with 
tlic sort of program the USS sponsors 
goo(i plays, serious and comic, hy 
capable performers. Even the com- 
mercials involved are not oid\ in good 
taste, hut tlie\ are interesting and in- 
formative, and because they are both 
of these, they are convincing. 



". . . OrtainK the LSS which has 
its roots in Pittsburgh ... is building 
up a good will hv a subtle, indirect 
approach as shown b\ these friendly 
words from this Pittsburgh observer 
who was horn and raised with steel 
workers . . . aiul who finds reasonable- 
ness, plausibilit) and sympathy arising 
from the program content and the wa\ 
the whole thing is handled." 

The I'ittsburgh Posl-Gazelle sports 
editor concluded: "1 am not at all cer- 



tain that the program in (juestion will 
cause Aunt Kdna to specify that her 
next washtub nmst bear the imprima- 
tur of the II. S. Steel Corporation. But 
catching \unt Edna probablv is a mi- 
n.or aim compared to the larger one 
of convincing the public at large, and 
particularK that part of the public 
which works for the corporation, that 
directorships and management have a 
respect for tlie good opinion of all ami 
[Please turn lo page 491 



Theatre Gnild leatls in listeners 

Program Listeners, cost per 1000 (Oct. -Dec. 1949) 



U. S. Steel 
Theatre Guild 

Assn. of A. RR's. 
Railroad Hour 

Du Pont 

Cavalcade of A. 

Bell Telephone 
Telephone Hour 

Firestone 

Voice of Firestone 

Prudential Ins. 
Family Hour 

Int'l Harvester 
Harvest of Stars 



7,998,724 listeners 
at $4.00 per 1000 



6,605,880 listeners 
at $3.70 per 1000 



r 



5,943,226 listeners 
at $4.14 per 1000 



5,672,465 listeners 
at $4.50 per 1000 



r 



5,435,331 listeners 
at $3 .93 per 1000 



4,064,507 
at $5.23 



r 



3,267,639 
at §5.20 



Source: Hooper and USS research 



ffoit* Theatre Gniltl amlienvt* has (/roicii 



Year 
1949-50 

1948-49 

1947-48 
1946-47 

1945-46 

Source: Nielsen 



Listeners 



1 



10,575,710 



9,333,200 



7,979,191 



5,551,224 



[ 



3,011,350 



Theatre finiUVs .vpoii.vor identiiicatimi 

Program Sponsor identification 

L 

Theatre Guild 



Average Evening ' 
Programs ' 

Source: Hooper 



40.3 

L _ 
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The best ad libs in radio 
^ are usually in tlie script. 
That's the story behind many of ra- 
dio's top commercial successes. Shows 
like Fibber McGee and Molly, The 
WLS National Barn Dance, WWVA 
Barn Dance, Grand Old Opry, We the 
People, You Bet Your Life seem natu- 
ral .. . sparkling; but the spontaneity 
is carefully planned. 

Planned spontaneity yields big divi- 
dends- -in ]ileasure to the listener and 
dollars to the sponsor. It's been one 
of the most important ingredients of 
]3rograming since crvstal-set days. And 
its importance has grown through the 
years. In fact, radio's great commer- 
cial success as an advertising medium 
is based on the warm and natural 
friendliness of its unseen ^■oices. 

Bark in the early da\s, radio's spon- 
taneity was an accident. As George 
C. Biggar. National Barn Dance direc- 
tor at WLS puts it: '"In the 1920's we 
turned a bunch of dancers and fiddlers 
loose in the studio and let them have 





We The People MC helps his guests deliver linos 



^ Groucho Marx, ad lib Icing, sets up gags in advance 



program natural 



l*laiiBiecl spoiiliineity is a fine art 

Willi many a sponsor and station 



at It." 

But that didn't work. Shows were 
often poorly balanced. Without a 
script to follow, the master of cere- 
monies often faltered. There were 
awkward pauses between numbers. 
Shows seemed amateurish rather than 
natural. 

Then the reaction set in. 

WLS and a host of other stations 
made complete scripts n)andator\. 
Every call, every chuckle, every bit of 
byplay was written down. As a result 
the informality of shows like the 
National Barn Dance was lost. 

But the next step took care of that. 
National Barn Dance and other top- 
flight programs de\'eloped the planned 
spontaneity formula. It combined the 
best aspects of "a bunch of dancers 
and fiddlers loose in the studio" and a 
completely written show. 

Today, The National Barn Dance 
has the various elements of the show 
carefully scheduled in the script to give 
the o\'erall efTect of spontaneit). But 



there's provision left for apparently 
casual interludes. 

When Bill Bailey introduces a tune. 
Captain Stubby may step forward sud- 
denly and shout, "Let's all join in and 
sing this one, folks.'" '1 he brief com- 
munity sing, 'wakes up' the audience, 
gives them a feeling of participation. 
This feeling is connnunicated to the 
listeners at home. 

Sponsors of the National Barn Dance 

have proved that when an audience 

feels itself part of the show, product 

and Sj)onsor identification zoom. 
* * t 

The sponsor of Grand Ole Opry, 
Trince Albert Tobacco, knows how 
c losely product and program should be 
wedded. Prince Albert has sponsored 
this folksy offering since 14 October, 
1939. \long with a host of regional 
advertisers, Prince Albert has found 
that planned spontaneity keeps both 
the audience and the sponsor happy. 

The Opry script is used for guid- 
ance and timiiifi onl\ . The show i^ 



neighborly, unpretentious — never slick 
or glib. Folk songs, gags, and humor- 
ous situations lend dowii to-earth ap- 
peal. 

» » « 

One of the foremost members of the 
lets-be-ourselves fraternity is Jack 
Benny. The seemingly ofT-hand hu- 
mor of his program is painstakingly 
rehearsed: the integrated Luck\- Strike 
commercials are carefully plotted. 

Other advertisers were quick to real- 
ize that what Benny did for his sponsor 
could also be done for them. Thus, 
many memhers of Benny's cast- -all 
masters at the art of being natural — 
now have programs of their own. 

The Ronald Colmans are sponsored 
by the Schlitz Brewing Company on 
Halls of Ivy. Colgate Dental Cream 
and Palnu)li\e Peet bankroll Dennis 
I)av in A Day in the Life of Dennis 
Day. Phil Harris and Alice Faye sport 
the Rexall banner. 

These ad\ ertisers knew that the sup- 
( Please turn to page 56) 




?velty race on Truth or Consequences (see text) Nat'l Barn Dance makes spontaneity an art 




Brush Creek Follies on KMBC attracts vast audience of 
fans as do barn dance shows on WRVA, WSM, WWVA 



ANOTHER LOAD OF ISBRANDTSEN LINE COFFEE FOR RADIO TO SELL. LINE IMPORTS, SHIPS, ROASTS "26" BRAND COFFEE 




Uadio sold iiioro Col'I'oe for Isliraiidtseii 

line ill 30 days than iiouspapors liad in a yoar 



Isihraiultspii maiiasod lliis twin kill- 
ing 1>) meaiib of a unique "(mocof Par- 
li(i|)ati<)n I'lan.' uliidi will be do- 
sriibod in dotail. 

Uaflio (lid snrli a ])lionoinonal job 
for Isbiandlsen s "26 " CofToo ibat lo- 
da> virtiiaih all of \Uc firni"s $100,000 
ad\riii?ing budget is invested in lliat 
in( (iiuni. w ith a small residue (le\'olod 
lo '"icniinder" advertising in ne\vs])a- 
]jers. i bo current "'26" spot schedule, 
wliicb became cffecti\e ] INIareb. co\'- 
crs 11 AM stations and one telc\ision 
slatiiin in New ^'ork, Connecticut, and 




When "26 Coir<'<' was intvo- 
(lured in 19 b'?. there were 
alicady more tlian f»5 nthei' 
bran<ls on tbe Easlern market. Alany 
of the (•oni])eling brands nere chea|)er: 
aii were well-established. 

riie a\erage grocers shehes sagged 
under the \\ eight of a dozen or more 
brainls of coflee. (>a( h in scleral dif- 
ferent grinds, ll was, on the whole, 
the kin<i of <-om|)elili\-e situation that 
turns bra\e merchandising men pale. 

Being new to tiie <-olb'e i)U>iness. 
Isbrandtsen & Sons. Inc.. makers of 



■'26 . wenMi't nuarc of [hv hazards of 
the trade. 1 he companj merely turn«?d 
lo radio and alinosi overnight achie\ed 
two object i\(;s that made old cofTee 
• ampaigners look like nco]jbyles: they 
got '26'"' CofTee down frrun the shelf 
and into a position of prominence in 
the retail slore; they induced grocers 
themsebes to <leclare publicb that 
"26" was tbe best collee the\M ev«M' 
ta.-ted. llie brand they used in their 
own homes. In one lest market radio 
sold more < ofrec in .'50 days than news- 
papers had in a \car. 
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Barrage of postcards kicks off pitch to grocers to get them on air with testimonials for "26" 



Put your store on the all 
witlioiit any cost to you/ 

Sf« MICMOtrS Diilniuliitg Co. "boul H; 





WITH "26" COFFEE 

Call PODELL, Tnc. Take Advantafre of WELI Ads 

N. H. 7^2€28 Stock Up - Display - Cash In 



Massachusods. I he ><'Ii«Hlule. with llie 
iniml)cr of weekly annouiu'enieiils. fol- 
lows: 

Hridgejjort, Coiiii. WXAli 

10 oiie-niiiiule aiiiiouiiceinenls 
Hempstead, \. \ ., W llLI 

five oiie-iniiiulc aiiiiouiicemeiils 
New Haven. Conn.. W'l.Ll 

IS oiie-uiinule aniiouiiceiiienls 
Springfield, Mass.. WSPK 

10 one-ininule announcein(>n(s 
Walerhury, Conn., WATU 

10 one-niinnle announeeinenls 
Worcester, Mass.. WAFdi 

15 one-minute announcenienls 
Stamford, Conn.. WSTC 

10 one-niinute announcements 
New London. Conn.. W'NLC 

15 one-minute announcements 
HulTalo. N. Y.. WWOL 

three one-minute annonnrements 
HulTalo, N. Y., WWOL 

Iwo parli(i[)ations 
Rochester, N. Y., WHEC 

five chaiid)reaks 
Syracuse, N. Y., WOLF 

12 one-minute announcements 
Syracuse, N. Y.. WFBL 

Iwo 35-\\'ord chalnbreaks 
Troy, N. Y., WTIIY 

15 one-minute amioinicemenls 
Utica, N. Y., WIBX 

five 50-\\ord announcements 

Stations used in past "26" Coffee 
campaigns include WNFC, Pittsfield. 
Mass.; WCSS. Amsterdam, N. Y.; 
WELM, Elmira, N. Y.: WGAT. Utica. 
N. Y.; WGNY, Newhurgh. N. Y.; 
WKNY. Kingston. N. Y.: WMNH, 
North Adams, ]\Iass.: WNBF, Bing- 
hamton, N. Y.; WNHC. New Haven, 
Conn.; WSYR, Syracuse. N. Y.; 
WTHT. Hartford, Conn.: WTIC, Hart- 
ford: WVET. Rochester: WWOL. Buf- 
falo. 

The coni|)any prefers announce- 
ments to parlicij)ations. finding them 
"cheaper in the long run." and gen- 
erally more flexible and easih adaj)ted 
to fhicluating market conditions. Is- 
hrandtsen regards one year as the min- 
imum campaign period for any single 
market; the company has never made 
a ])raclice of cutting a campaign short 
after the initial 13-week cycle. 

The sjjots themselves sell iiard 
around the angles of brand identifica- 
tion and sui)erior quality. ry])ical 
copy themes are " l lie best coffee \"ou 
can buy is your best l)u\.'" and "The 
coffee with a number for a name. 

The numerical name, incidentally, is 
derived from the address of the parent 



corj)oration. the shipping firm of Is- 
brandtsen & Co. of 26 Broadway, New 
^ Ork. Isbrandlsen is the largest inde- 
|)eiident freighter line in the United 
States, with more than 5o \ essels car- 
r\ ing its flag all over the world. The 
coinpan) became i)age one news some 
months ago when one of its \ essels, the 
Flying Arrow, was shelled by a Chi- 
nese Nationalist gunboat while at- 
tempting to enter the blockaded i)ort 
of Shanghai. 

Four other Isbrandtsen ships plying 



Far Eastern waters have since figured 
in similar incidents. The Isbrandlsen 
management in each case has ]irotest- 
ed to the U. S. State Deiiartmeiil with 
characteristic \ igor. To underline its 
points, the line also bought full-page 
newsi)ai)er ad\ ertisements st>tting forth 
the legal aspe<Us of the incidents in ex- 
haustive detail for the inlormation of 
the public. 

Burning the ears of the Secretary 
of State in the public prints isn t the 
[Please turn to pac^e 62) 
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Unloss every record is judged 
on its iiieril, the sponsor and 
listener are being' sliortclian^fed 




ARE SOME DISK JOCKEYS PRISONERS OF THE RECORD COMPANIES? ANSWER IS YES 



^■■Hpfflj Disk jockp)* are often great 
local personalities and sales- 
men. Advertisers and stations both 
profit from tliat. But both can lose 
hea\ il) in the long run if the success of 
the disk jockcv leads the station niaii- 
ageinent to alidicatr control and super- 
\ ision of the content of the record ses- 
sions. Therc"^ j)lcnl\ of evidence that 
this often ha])])ens. 

It's nalnral for station Muinager> and 
j)rograin ])eople to assume that ])eriods 
fdlerl mainh with the d.j.'s talk and 
re< ordings of his choosing call for lit- 
tle attention. 1 he \('r\ ea>e and sini- 
))ii< il\ with whii h the d.j. j>r()grain> 
his lime scenirt to (lef\ an\ need for 
>iipci \ iMon. 

liul during the hi-t two \car> enough 
d.j >essions have gnlten far entitigh out 
of hand for .M'\('ral rca'-ou* to \voir\ a 
hit <ii station managers. I hex know 
that whatever hiirl> llieli program 
^trnitnrc hiirt> tlicii advettiser- too 
\ud iii;ni\ d.j.'^ jn^l arent program- 



ing in the he.-t interests of the listener 
or the advertiser. 

This article will cite abusers of pro- 
graming privileges among d.j.s. It 
will also suggest how disk jocke\ 
programs <an be improved for the 
benefit of sponsors and everyone else 
( oncerned. 

It's no secret in the trade that po|)n- 



lar d.j.'s in nian\ markets are paid to 
push their labels b) record companies, 
or perhaps in even more cases by local 
distributors. The extremity to which 
this "|)ushing'" is carrieti varies with 
the d.j. He may get as little as SIO a 
week. Some popular and pros])erous 
d.j.'s are known to bank a sum con- 
>;ideraM\ in excess of their salaries. 



D.j.'s are popular salesmen, but need programing supervision by station brass 






AS SHOWN BY THIS GaG PICTURE AND TEXT. MOST D.J.'S PLAY FAIR WITH PUBLIC 



It is clear that no record spinner 
with an obligation to push the wax of 
a certain firm at the expense of rival 
labels is in a position to think first of 
program effectiveness. Yet if. on the 
basis of what has been said here, you 
were to think of the most popular d.j.'s 
in the top markets and guess who is 
playing the game of the record people 



ahead of strict programing for listen- 
ing pleasure, the chances are you'd be 
wrong. Some of the biggest name rec- 
ord spinners in the country happen to 
be the most independent. 

J here is a much more widespread 
influence than direct subsidies that in- 
terferes with strict programing for lis- 
tening. After all. there isn't enough 



Most d.j.'s like "hep" personality below pick records honestly from huge stock 




money in the rword industry to subsi- 
dize all the most important d.j.'s in all 
the most important markets. But gifts, 
dinners, and other forms of flattery 
are another mailer. 

I his flanking mov ement on the d.j. 
b\ field representatives of record firms, 
song publishers, etc., may actually in- 
fluence many a record jockey to an ex- 
tent of whiclr he is quite unaware. It's 
so easy to play a "good guy's" disk 
without bothering to compare it with 
other music. 

Some d.j.s take the matter of flat- 
tery and attention very seriously, if 
they consider they have been slighted 
in some way, they will refuse to play 
the music from the source of their af- 
front (real or fancied). Such state- 
ments have, in fact, been made pub- 
licly and aren't as rare as you might 
think. 

Only determination by the station 
management to reassert its basic re- 
sponsibility for programing can pre- 
\'ent such abuses. 

So simple a thing as a regular check 
of the program log can keep a station 
or program manager informed about 
the music being played, warn him if 
things are getting out of line. 

A program set-up in which d.j.'s are 
allowed to operate without supervision 
of program content inevitably leads to 
growth of the "big-shot" complex in a 
certain number of cases. This is just 
as true on small stations as on larger 
ones. Many a band leader could dupli- 
cate in essence the story told recently 
bv a well-known musician. 

He had been making a series of one- 
rright stands, hadn't slept in two days, 
and was dragging with weariness. But 
he wasn't too nund) to miss taking the 
popular local d.j. to dinner. The rec- 
ortl spinner was a youngster who had 
come irp fast and was eager to make 
the most of his local fame. He asked 
llie band leader to appear in person on 
ihe next day's show. "At what time?" 
he asked, hoping the kid had an after- 
noon show. When the kid said "6:00 
a.m." the band leader tried to beg off. 
The d.j. looked him straight in the eyes 
and said. "If you don't I'll never play 
another record of yours." And he 
meant it. 

This is not to say that the majority 
of d.j.'s aren't as modest as the next 
professional, or that they don't oper- 
ate as intelligently as they can, and 

{Please turn to page 48) 





Pick Radio Sales to show you how to go places in televi-sion, and you'll get 
the picli of the field. Because each Radio Sales TW Account Executive is 
firmly grounded fei television. He knows (from first-hand experience and 
down-to-earth research) all there is to know about the six TV stations 
Radio Sales represents— the cream of the crop in New York (wcbs-tv) , 
Philadelphia (wcatj-tv), Los Angeles (kttv), Charlotte (wbty), 
Salt Lake City (ksl-tv), -Birmingham- (wafm-tv).. Together 
serving 1,744,000 homes., ^43.8% of the nation's TV total. 
If you're getting ready to take-off in television— or even if 
you've already logged a lot of TV aiT-vhouts— ^e Radio 
Sales and you'll go f av. At jet-propelled speed ! 





Radio QTid Television Stations 
Representative . . . CBS 



Representing WCBS-TV, New York; WCAU-TV, 
Philadelphia; KTTV, Los Angeles; WBTV, Charlotje: ksl-tv. 
Salt' Lake City: wafm-TV» Birmingham; 
radio .stations wCBS, WBBM, knx, wcau, wcco, weei, 

KMOX, KCBS, WBT, WRVA, WTOP, KSL, 
WAPi and _the Columbia Pacific Network. 




Kopi'iiit liookici containing:' all definitions now available 

This is the third and last installment of the 
dictionary compiled by Herbert True. 

radio and television director of the Carter 
Advertising Agency, Inc., Kansas Citv. As an additional 
service to readers SPONSOR has published the complete 
T\ tlictionery in booklet form. Single copies are avail- 
able lo subscriber? without cost on request: for bulk copy 
prices, please write to TV Department. si'0.\S0R. 510 
Aladison Avenue, New York 22. The dictionary booklets 
are in handy pocket-size. 

ill 

MIX — To combine by recording or re-recording various sounds to 
blend them together. 

MOBILE UNIT Field television equipment as mounted in trucks, 

and/or trailers, and generally used for sports, special events 
and other shows not In studio. 

MONITOR A cantrol kinescope used by personnel (producer, 

switcher, technical director) to check and view camera pickups 
or on-the-air pictures. 

MONITOR (verb) — To check show and actions as they appear on 
a kinescope. 

MONT AGE — Series of pictures or images to create a unified effect 
or Impression. 

MOV lOLA Special machine for viewing film In small siie. 

MURAL A photographic enlargement of a scene used to give Ihe 

impression that the scene actually exists in the studio. 

MS Medium shot. A relative term halfway between a CU and 

a LS. 

35 mm. Standard motion picture siie film. Runs 90 ft. to the 

minute, 30 ft. to chain break. 

16 mm. Small site film currently being used for most film com- 
mercials in the smaller TV stations. This Is about one-third as 
expensive to use as 35 mm., and as reproduced on TV, video- 
wise. Is comparable to 35 mm.; however 16 mm. suffers greatly 
audio-wise on TV. 

i\ 

NARRATOR — An off-camera or background voice. 

NARROW ANGLE LENS — Picks up small portion of set or action. 

NOODLE To play a few bars of background music usually behind 

titles: known as noodling. 

o 

OFF-SCREEN NARRATION — Any narration that is not lip sync. 



ON THE AIR — Program in process. 

ON THE NOSE Slang denoting perfection In timing, focus, etc. 

OPEN END — A TV fil m, program or commercial that leaves space 
or time at the end for personal or specific local identification. 

OPTICAL LENS — Lens focusing the Image of the scene to be tele- 
I vised on the light-sensitive plate of camera tube. 

OPTICAL PRINTER — A gadget used to get a positive film that 
varies In speed and siie from the action originally recorded on 
the negative. Also used In making wipes and other effects. 

OPTICAL VIEW FINDER — Device on a TV camera used by the 
cameraman to accurately frame and focus the scene to be 
televised. 

I ORTHICON Extra light-sensitive RCA camera tube currently be- 
ing used in field cameras for most outdoor pickups. 

OUT SYNC — When the TV Image on a receiver screen Is seen to 
roll vertically or horiiontally. It Is usually the result of the 
receiver circuits being out of synchronization with the trans- 
mitted signal. 

I» 

PAN — To follow action to right and left or up and down. A grad- 
ual swinging of the camera in any direction. To swing camera 
across a scene. 

PANORAMA SHOT — "Pan left or pan right." 

PARABOLA — A special direction microphone mounting, usually cir- 
cular in shape used to pick up crowd noise, band music, etc._^ 

PICTURE — The image telecast. 

P.L. Private line. 

PLATTER — A recording usually used as the audio portion of a 
film commercial. 

POINTILLAGE — Refers to a painting technique whereby a plane 
Surface Is built up. 

POSITIVE A projection print from negative film. The true picture. 

POT TV slang for a fader or the Instrument used to lower or raise 

the sound level. 

PRACTICABLE — Real. Actually to be used in opposition to some- 
thing fake, or that is installed for purely aesthetic purposes. 

PRE-SCORING — The recording of sound prior to the shooting of 
the picture. 

PRINT A positive copy of a film from the original film negative. 

j PROCESS SHOT — Film combining real photography with projected 
j backgrounds, or model set or drawing. 
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PRODUCTION — Another generic term, usually refers to the TV 
show and all details involved. 

PROJECTION TYPE RECEIVER — A TV receiver using optical pro- 
jection fronn a kinescope tube on to a large screen. 

PROPERTI ES All physical materials used in a scene, i.e. furnish- 
ings, decorations, or articles utilized by actors in portraying 
their respective roles. 

H 

RECORDI NG Means of recording visual and/or audio action and 

sound on film or phonograph discs. 

R££L— Spools on which film is wound. One 35 mm. reel Is 1,000 
feet. One 16 mm. reel is 400 feet. 

RELAY STATION A radio frequency transmitter usually located 

some distance from the main transmitter from which TV signal 
is transmitted to a more distant point. 

RELEASE PRINT — Final print of commercial, film, or kinescope to 
be delivered to TV station, client, or agency. 

RELEASE STUDIO — Expression used by director or producer to 
talent and studio personnel indicating end of rehearsal or 
broadcast. 

RESOLUTION or DEFINITION — Degree of reproduction of the 
detdil of an image, scene, sets and/or background after trans- 
mission through complete TV system to receiver or monitor. 

REVERSAL — Film process that results in a positive print without 
the use of a negative. Usually restricted to home movie 16 mm. 
production; however, upon occasion reversal prints are used in 
35 mm. 

REWIND To rewind a projected film in order that it is ready for 

reshowing. 

R/G— Machine used to hold, move or control object televised. 

RING MIKE Microphone installed over boxing, wrestling or such 

events to pick up audio or sound portion of TV picture. 

ROLL IT Cue to projectionist for him to start film projector. 

ROLL UP — Trick effect used to change from one scene to another 
wherein first picture begins to roll from the bottom, revealing 
second picture. 

RUNNING SHOT Picture in which the camera is dollied along 

with the action. 

RUSHES First prints from a film usually developed overnight so 

the producer or client can examine film production of previous 
day. 

SCANNING The electronic analysis of the optical TV image into 



V 




I. Off-screen narration 2. On the nose 3. Optical view finder 
4. Slide 5. Take it away 6. Talk back 



a series of parallel horizontal lines traced from left to right in 
sequence from top to bottom. 

SCENE— A single sequence in a TV production which may consist 
of one or more shots. 

SCENARIO — A complete written guide of a TV show describing 
story and action. Usually applies to a TV film rather than live 
show. 

SCOOPS Large kleig lights used in TV studios. 

SCORE The music for a TV commercial or show. 

SCRATCH PRINT A rush or quick print that is used for editing. 

SCRIPT A complete written guide for a TV commercial, film, or 

live show. Synonym for continuity. Term is generally used in 
preference to scenario. 

SET — A TV scene used or constructed in the studio where action 
takes place and is shot. A film camera. 

SCRIPT GIRL TV director's assistant handling script preparation. 

clearance, editing, etc.; and frequently timekeeper and prompt- 
er in dry runs and camera rehearsals. 

SET-UP The installation of set, props, backgrounds, etc., in studio, 

plus the necessary televising equipment, i.e., cameras, lights, 
mikes, etc. 

SHADING TECHNICIAN or ENGINEER — The individual who reg- 
ulates the brightness and detail of a TV image or picture before 
it is transmitted. 

SHADOWING To simulate by trick effect a natural shad ow what 

cannot effectively be created through the use of TV lighting 
alone. 

. SHOOTING OFF - OVER — To take in areas in a given camera shot 
that are not wanted or that are beyond the horizontal or verti- 
cal limits of the established set. 

SHOT A single continuous run of the TV camera. 

SIGNAL Any transmission of the TV picture and sound. 

I SIMULCAST~A combination AM radio and TV show; in other 
words, to broadcast a TV show at the same time that it ii 
being televised. 

SINGLE SYSTEM Sound and picture recorded on the same film 

at the same time. Also frequently known as lip sync. 

SLIDE — A title or picture on a single frame of 35 mm. film that is 
projected into the camera. 

SLOW MOT/ON— The slow movement of objects which are pro- 
duced by photographing on film more frames per second than 
are projected per second. 

SNAP~-A descriptive term defining right proportion of contrast 
and sharpness in a TV picture. 

S.O.F. Sound on film. 

SOUND TRACK That portion of 16 or 35 mm. film that is de- 
voted to the recording of sound. 

SPECIAL EFFECTS Miniatures, diaramas, and various electrical 

and mechanical devices used to simulate impressive back- 
grounds, massive titles, etc. Any trick device used to achieve 
scenic or dramatic effects impossible of actual or full-scale pro- 
duction in the TV studio. 

SPECIAL EVENTS TV programs of great news interest, usually 

not regularly scheduled, e.g., sporting events, meetings, parades. 

SPLICE To join together two pieces of film with film cement. 

SPLIT FRAME — A composite print of two separate actions on the 
same frame; in other words, two different pictures combined 
I into one picture. 

I SPOTS — Spotlighting used on TV sets or stage. 
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STAGING PLAN — A scaled print or plan of the studio, set or 
stage upon which are recorded the location of walls, furniture, 
property, talent, etc. 

STAND BY Announcer, film, etc., held in reserve for emergency 

use. 

STAND BY (verb) Cue to talent, cast or crew that TV program 

is about to go on the air. 

STILL A still photograph or other illustrative material that may 

be used in a TV broadcast. 

STOCK SHOT A scene not talten especially for the production 

but from film files or film library, i.e., Eiffel Tower, Statue of 
Liberty, frequently inserted for atmosphere. 

STOP The degree of opening of the lens of a TV camera. 

STOP MOTION Film taken by exposing one frame instead of 

many frames at a time. Ob[ect or ob[ects are usually moved by 
hand a fraction of an inch for each exposure according lO a 
predetermined pattern. 

STORy BOARD A set of drawings used to show sequence of a 

production. Idea being to have one drawing for every change 
of action or scene, usually including both pictures and script. 

STRETCH — Instruction given to cast or crew to stall for time. 

STRIKE To take down set or scene and to remove it from the 

stage. 

SUPER-IMPOSE or SUPERIMPOSITION The overlapping of an 

image produced by one camera with the image from another 
camera. Both pictures being visible, but appearing finally as 
one picture. 

SWiTCH A change from one camera, lens or camera angle to 

another. 

SYNCHRONIZATION — To maintain synchronic perfection be- 
tween the scanning motions of the electron beams and 'he 
camera tube and in the cathode ray tube in the receiver or 
monitor. 

SY NOPSIS TV commercial, program or story written in action 

sequences but without full technical data, directions of the 
continuity, or script. 

SYNTHETIC DISTORTION — To impart by various techniques a 
seeming irregularity to lines and services that are actually 
smooth and rectangular. 



TAKE A single shot picture and/or sound. Sometimes specifically 

a satisfactory or usable shot. Other variations or takes are 
made with same camera set up and actors going through 
Identical business. 

TAKE (verb) Switching directly from one picture or camera to 

another picture or camera, as "take one, take two." 

TAKE IT AWAY — Directions to talent, announcer, etc. "You're 
on the air." 

TALK BACK Phone circuit or cans from director to announcer 

or other crew. 

TECHNICAL DIRECTOR — The director of all technical facilities 
and operations, lighting, cameras, sound, switching, in a studio 
production. 

TELECAST A television broadcast. 

TELEPHOTO LENS — A very narrow angle lens which produces 
large size images at extreme distances, frequently used at sport- 
ing events, etc. 

TELEVIEWER — A member of the television audience. 

TELEVISE To transmit a picture electronically by using television 

equipment. 



TELEVISION The transmission and reproduction of a view, scene, 

image or person by an apparatus that converts light rays into 
electrical impulses in such a manner that those same objects 
may then be transmitted and re-converted by a receiver into 
visible light rays forming a picture. 

TEST PATTERN — A specially made design of numerous lines and/ 
or circles transmitted for the purpose of correctly setting the 
focus and tuning of an image on a television screen. 

TEXTURE An impression of depth and irregularity that is given 

to a plane surface by using paints or other decorative materials. 

THREE SHOT TV shot of three performers, etc. 

TILT — Slow camera movement, up or down. 

TITLE MUSIC Background music behind opening and/or closing 

titles and Introductions. 

TITLES Any title used on a TV program. Can be motion picture 

film, card, slides, etc. 

TRACK The film or section of a film used for the sound recording. 

TRANSPARENCY A technique whereby illustrative or written 

material is placed on a transparent surface through which back- 
ground material may be seen as the transparency is photo- 
graphed by the TV camera. 

TREATMENT An intermediate step between synopsis and script 

where the complete TV story, commercial or production is 
completed. 

TRIPOD A three-legged TV camera mount. 

TRUCKING— A movie term meaning a traveling shot in which the 
camera moves position during the exposure. Similar to dollying 
In TV terms. 



VIEWER A machine used to examine TV film for editing or 

cutting. 

VIEWING LENS The lens on a TV camera used by the camerman 

to view field of action. 

VIDEO From Latin meaning to see. Pertain to the television 

broadcast of images. Usually used as a noun to denote sight 
broadcasting as opposed to sound broadcasting. 

VIDEO SIGNAL or PICTURE SIGNAL — That portion of the prod- 
uct of the television camera that Is the electrical counterpart 
of the scene televised. 

VOICE OVER — Narration type recording as opposed to lip sync 

or live sound. 
VOX POP A spontaneous radio or TV interview. 

w 

WALL TREATMENT A technique used to simulate numerous 

surfaces on the walls of a set such as wallpaper, bricks, stucco. 

WIDE ANGLE LENS A lens of very wide angle of projection 

which is used to pick up a large portion of the set, talent, 
audience, etc., at a short distance. 

WILD A film or picture which is taken to fit pre-recorded narra- 
tion or sound. 

WIPE A transition from one scene or image to another in which 

a new scene gradually replaces the old one in some gradually 
increasing geometric pattern, i.e., circle (circle In, circle oui), 
square (expanding square), fan, roll, etc. 

WIPE OVER Optical film or printing effect by which one scene 

or image moves Into another geometrically. 

WOOF TV slang signifying "on the nose" or "oltay." 

WOMP — A quick flare-up of light or brightness in a TV picture. 

WORKPRINT A print (frequently a rush) used in editing and 

cutting to determine the final composition of the finished film. 
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The unique Maurer variable 

shutter allaws yau fa produce many ' 

versatile effects and make rapid and 

accurate changes af expasure while 

shaating. Autamatic fades and smooth 

lop dissolves ore easily and accurate- , 

ly accomplished ... in the comero. 




The accurate parallax-corrected 
Maurer view finder gets what you see 
on the film and gives you the clear- 
est and largest image of oil erect- 
image view finders. Clear and bright 
lo the edges, it provides quick mask- 
ing for fields of the usual focal length 
lenses, one knob moving oil four 
framing wires and the indicator. 



The gear-driven film magazines allow 
for rapid looding — saving you time 
and money. Automatic feed and take 
up operate efficently in either the 
forward or backward drive— with no 
belts to change— or pulleys to reverse* 
The 1200 foot film mogozines give you 
33 minutes of consecutive shootinp! 



The 

MAURER 16 MM 

designed to keep 
production costs DOWN! 




Raphael G. WolU Studios, Hollywood pro- 
ducers of top-notch motion pictures and TV 
shortu, shootina a scene for a commercial 
with the Maurer 16 mm., for a major refrig- 
erator and range manufacturer. 



The many exclusive features of the precision-built 
Maurer 16 mm. camera make it ideal for low-budget 
films for TV and general release. 

The flexibility and simplicity of operation give it un- 
matched adaptability to all types of production . . . 
under all conditions. 

This is truly perfection and dependability in camera 
manufacture. Consistent performance and quality re- 
sults have been proven over the years in its increased 
use by the industry's leading technicians. 

This is the 'professional 16 mm. camera for your diver- 
sified motion picture requirements. 

T/ie 16 mm. Camera Designed 

Specifically for Professional Use! 

For details on these and other exclusive 
Maurer features, write: 



J. A. Maurer, ixc. 

37-01 31st Street, Long Lslaiul City h N.Y. 

CABLK AIJIJUESS: JAMAl KER 



maurer 
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Mr* Sponsor ashs**^ 




Ave give-iiway pro^'raiiiK cloclliilii^;' in popularity? 



Edwin J. Anderson I ■ r n . ♦ 

I feoebel brewing Uompany, Detroit 




Mr. MacCracken 
reply. 



The 

picked panel 
answers 
Mr. Anderson 

The Hooper fig- I 
ures show that 
quiz and aii<li- 
ence parlii'i])a- 
tioii shows ha\'e 
declined in ])o]i- 
uiarity during 
the past two 
years a s have 
some other show 
types. Fh)\\ever. 
this question re- 
<juires a "Yes. i)ut 

It has heen i)()])ular to classify al- 
most any program on which people 
compete for j)riz('s as a gi\"e-away. If 
our (juestion covers all audience par- 
ticipation and (]ui/, shows, as 1 nnder- 
.stand it does, the term "gi\e-awa\"' is. 
in ni\ o])inion, a misnomer. 

There are souk; j)rogranis on which 
\'ery little elfort is re(]uired lo win a 
prize. However, if you ever watched 
contestants on Break the Bank, for 
which our agenc\ is responsible. \ou 
know they aren t "'getting something 
for nothing," as tiie term gi\c-away 
impli(;s. Karly (pie>lions for lower 
amounts, are ielali\(d\ easy. But if 
you're going to gel into the mouc\ . 
>ou have lo know \ our subject, and 
work for your reward. 

'liie bad |mblicity gi\en to "gi\e- 
a\\a\"' shows hy the VCAl, and picked 
lip l)\ many cf»lumnisls. had harmful 
(■ITe<-ts. Many people ha\e the feeling 
thai to admit they enjoy a good (]ui/ 
"-liovN reflects on their taste or mental 
staUire. Hut these |)rograms as a class 



>till do enjoy mass popularity. Mea- 
sured on a cost per 1.000 listeners ba- 
sis, they are likely to show relati\ely 
low costs, for they are inherently com- 
|)arati\ely inexpensi\e to produce. 

Radio program types show a ten- 
dency lo follow a rough c\cle patlern. 
One quiz becomes a fad. Inmieiliale- 
ly, a number of others of the same gen- 
eral pattern appear. Millions of radio 
listeners enjoy these shows. But they 
don't want an e.\clusi\e diet of snch 
fare. As the number of shows of the 
type increased, people had more op- 
portunities to enjoy this kind of en- 
tertainment. Conse(]nenlly, the listen- 
ing to certain individual shows did de- 
cline. 

I doubt that many new such pro- 
grams will appear during the next \ear 
or two. However, I belie\ e that ue 
will always ha\e a certain number on 
both radio and television, not mercK 
because lhe\ can be produced at low 
eost, but for a nmch more inqjortant 
reason: rhe\ r(q)resenl a basic t\pe of 
entertainment. 

Answering (piestions. in one form or 
another, is a t\|)e of game thai lia~ 
been ]j(q)nbn for centuries. And "'pkn - 
ing a game" is what tlii'si- ])rograms 
oiler. Hearing peojjli' win hundreds or 
thousands (A dollars in cash or mer- 
chandise isn t the whole attraction for 
listeners. It's the fun of listening to 
see if \ou can answer the (piestions. 
the < hallenge of pitting \ourself against 
the contestant on the show. 

V\n<. of course, the enjo\ment \ on 
get from the master of ceremonies and 
other eleniciils on an\ gi\<'n show. 

One final point, fhere arc few. if 
am. t\ pes of |)rogiaiiis on that exude 
such a feeling (»f friendliness and good 
fcllowslii|); thai send out the <-oiilagi- 
oiis feeling of |)eoj)le lia\ ing a good 



time. fhere always will be many, 
many lonely people who will enjoy 
the op])ortuiiity of being able, merely 
by turning on their radio or televi- 
sion set, lo bring a gay, happy, friend- 
ly party into their homes; a party in 
which they can participate. 

To summarize: *'Yes, somewhat." 
Hut doiTi s(dl these shows short. They 
will fill a po|)ular need; they will al- 
wa\ s lia\e a ])lacc in the entertainment 
pattern. 

Ciit;STEK MacCracken 
i' ice-president — radio (t" Tr 
Dolierty. Clifford (C- Shen field 
New York 



E^el•y thing hap- 
pens in cycles. 
I'd say that the 
radio give-away 
c)cle which start- 
ed with Horace 
Heidt and the 
Pot o i Gold, 
acliie\ed its gold- 
en age with Stop 
the Music. And 
1 believe the cy- 
cle of the give-away program on tele- 
\ ision is now on the decline. 

1 lie ii(ivelt\ of the Pot of Gold was 
not oiiK great enough to establish the 
gi\e-awa) trend, hut it was even 
strong I'liough to sustain a large num- 
ber of imitators- for a long time. 

When Stop the Music came along, 
the ll()^■elty of the gi\e-away was not 
enough to make it a high rating show. 
Not e\eii llie addition of the interrupt- 
ed melody or the obscure-tunc gim- 
mick would lia\ e been enough. Hut 
Stop the Music is in itself a fast-paced, 
exciting show. It s good entertainment, 
and that. I believe, is the heart of the 




Mr. Manilla 



matter. Most ";i\c-awav* are not rrr-' 
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lorlaininonl ; tlir\"ie just give-a\va\ 
shows. 

The end of ihe give-away cycle is the 
give-away devoid of iiovchy and de- 
void of enteitaiumeiit. Oh. the un- 
adulterated give-away will continue on 
a local option basis. But for the net- 
works — the old order give-away givolh 
way to the new. The new what I 
don't know; hut the give-a way's suc- 
cessor will have novelty \alue and/or 
no\elly {)lus entertainment. 

Parenthetically, I don'l argue as to 
whether the give-away was a good de- 
v've or had one for a siponsor. To be 
crassly pragmatic, it's a rare sponsor 
who objects to the program content of 
his own high rating show. 

James N. Manilla 

TV Director 

Cunningham ((• Walsh 

i\'eiv York 

No, give-aways 
are not declin- 
ing in popular- 
i t y. Programs 
fluctuate, like 
every type of en- 
tertainment, but 
there is no dis- 
cernible lessen- 
ing in the inher- 
e n t attraction. 
And as long as 
there is the human equation, there 
won't be. 

People want something for nothing. 
Blunt, but true. It can't he white- 
washed or disguised. There is the pos- 
sibility of getting something for noth- 
ing on give-aways with the investment 
of nothing but time. And time isn't 
important to the average listener. Even 
if the radio listener doesn't win — and 
the chances are remote that he ever 
will — he gets a vicarious and dramatic 
thrill when someone else does. A kick 
that very few entertainments can equal. 

The only drawback to present day 
give-aways is that most are cut from 
the same stencil. As soon as one show 
becomes popular, it is apod, except for 
a few minor details in presentation. 
But despite the sameness, they are 
thriving and will continue to do so. 
The augury is bright now, and will be 
more roseate when give-aways are giv- 
en the fillip of originality or novelty. 

Bob MoNRoi: 

Owner of Robert Monroe 

Productions 

New York 




Mr. Monroe 



THE STORY OF 

A REAL BUY 

YOU CAN REALLY BUY! 



This is no mouth-watering story about some 
other advertiser's impressive rating on a show 
you can't buy. It's factual information about 
15-minute programs you can actually buy on 
Chicago's increasingly productive Voice of 
Labor— WCFL. It's an opportunity to buy 
tuned-in radio homes to the tune of only 82 
cents per thousand ! 



U's WUCOWt TO HOUYWOOO 
„i»h Jack fAcElroy 



with a i*ca4ly-iiiji4le 
Chicago Pulse of 2.2 

And remember that WCFL, despite its amazingly eco- 
nomical rates, dehvers 50,000 Watts, at 1000 KC, in the 
Center of the Dial. 

WCFL's Pulse is Beating Faster — in fact there's been 
a 30% rating increase since WCFL inaugurated 50,000- 
watt operation. And there's growing strength in response 
from throughout WCFL's primary area, which has 
2,724,406 radio homes. Ask your Boiling Company rep- 
resentative for the WCFL story. 

Or, if it's spots your interested iji, WCFL offers 
one-minute availabilities reaching tuned-in radios 
at a cost of only 48 cents per thousand. 



WCFL 

50,000 watts • 1 000 on the diial 

The Voice of Labor * 
666 Lake Shore Drive, Chicago, 
Represented by the Boiling Company, Inc. 
An ABC Affiliate 
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CORN CRIBS 




ficpartiiioiil. I( will ivll tlie 

rosiill story of local railio 

W itli tlii> issue M'o.NhOK iiiaii<:inato iu^ Hndiu Result.- 
(le|)ailiiienl desifiiied lo tell the result stoi) of local 
radio. A glance at the ie|)oits on this page will shou 
what \ uu can e\|)cct to find in this s|)ace e\ ery other 
issue: cut-t()-thed)one (■a|).-uli'> that tell hou radio has 
sold for s|)onsors all over the countr\. 

sro.\soi{ hopes the nc^\ dejiartnient will foster renewed 
awareness of radio s great -elling strength on a local level. 

Suitable material should he addre.s.-ed to Radio Resnlts. 
M'O.NSOR, 510 Madison A\enue. \eu ^'ork 22. 



COUNTY FAIR 



SrONSOK: i;arlM)n Crib- \(,K.\(:V: Meiifuugli. Martin 

& Soymour 

C.M'Sl I.F CA.sE liiSTOin; The sponsor started a 

campaign just before and (liin'nt:; the corn harvest. Lis- 
teners were urged to re(jiiest a visit jroui their nearest 
Carlson Crib dealer. The weekly Sunday \'isit program, 
supplemented for a short period by daih spots at 6:05 
a.m. brought 148 responses. If hile increasing their sales, 
sponsor also encouraged interest in more and better 
storage. The moral: sou- via radio and \e shall reap. 

WMT. Cedar Hapi.ls PH0(;H.\M: Sunday Vi-ii 



FOOD 



."^I'OXSOH: Mrunififid'* .Market \CENCY: Direct 

CAI'Sl I.E CASK IIISTOHV: 'IJie ouner-mnnager oj 

this large meat morhel sold sausage at 25c a pound and 
told people about it via a Friday night high school foot- 
ball game. By noon Saturday, three tons oj sausage had 
been sold. U hen the store closed that evening there was 
lejt only a beef and a half and three hams. Thai isn't 
all. The demand jor sausage continued during the next 
few days, so six more tons were prepared and sold! A 
very meaty radio result jor Mr. Brum field . 

WI'LH, llnnlington. West \a. PROGRAM: Football Game 



DEPARTMENT STORE 



SPONSOR: .Multnimiali Fair AGKXCY: Diror-t 

CAI'M LE CASE lll.s'lORV: 2.000 general admission 

ticLets to the fair uere made available lo listeners at 50c 
saving per ticket. Only provisions were to write jor them 
and use them bejore 2 p.m. All 2.000 tichets were sold 
on the first announcement, and ] .440 more tickets were 
made available. These were also sold . Oj the A,440 tick- 
ets given out. 3.176 uere checked in a I, the gates. Once 
again radio had pulled the customers in. 

kPOJ, Portland. Or.fion PROGRAM: Spot 



AUTOMOBILES 



SPONSOR: Greenlierp's AGENCY : Direct 

CAPSULE CASE HISTORY: The .store manager did 

not think radio would pull but decided on a trial oj the 
medium. Some 300 sweaters, ranging jrom $2.98 to 
$3.98, were set aside to be .sold for $1.00. Only one 50- 
word chain break was used at 7:45 a.m. An hour-and-a- 
halj ajter the store opening [10:30 a.m.) the original 
300 su-ealers of]ered jor .sale plus an additional huiulred 
were sold. .Sold, too. on radio ivas the previously skepti- 
cal store manager. 

W.STC. Stamford. Conn. PROGRAM: Spot 



BANK 



SPONSOR: Par-on;- Inc. ACM'.XCV- Direct 

<,\Psl I.K CASE IIISTORV. This company jonnd it- 

srlj with a high inventory of ii.sed cars on its hands, 
liroailcust advertising teas given the opporlunit y lo move 
these cars and move them it did. An intensive spot 
and participation campaign teas used jor a three-u eek 
period. One hundred high priced units uere sold with a 
new volume record established. Client is now completely 
sold tin radio since radio sold jor him. 

\\( '^s. \ni-l.rdam. N. V PR()(,R\M: Sp,,!^ aiid Partiripalions 



SPONSOR: Local Federal Savings AGENCY: Hired 

CAI'SLLF CASE IllSTOHV; This hank has been an 

air a<lvertiscr jor 13 years. Since 1915, it has sponsored 
a 5 p.m. newscast. The bank president's quote speaks jor 
ilselj: "//''(' have made hundreds oj home loan^ and re- 
ceived ihou.sands oj dollars in savings as a direct result oj 
these neivscasls. 7 heir e/]ectiveness seems to increase each 
year.'' l\a<lio\s ability to "selF' there's something dubi- 
ous potential advertisers can bank on. 

W'KY. Oklahoma Cily PROGRAM: NewM-aM 






St. Louis' ABC Station • I2th & Delmar, CH. 3700 
630 KC • SOOO WATTS • FULL TIME 




M. L. P. D. are the four letters we've borrowed from 
the alphabet to tell KXOK's outstanding story of results. They stand for 
More Lisfeners Per Dollar! Check the Hoopers . . . check the time 
costs . . . check the extra reach of KXOK's clear signal at 
630 on the dial . . . and it all adds up to KXOK's top-rung 
position as the No. 1 Buy. KXOK is the "answer to putting 
your sales (and your advertising budget) in better 
shape in the St. Louis Area Market. 



Owned and operafed by the Si. Louis Star-Times • Represented by John Blair and Co. 



RTS . i . 5 PONSOR REPORTS... 



This 



IS 



the 

Spot 



Where — 133,000* rural 
and small town homes 
are added to a city mar- 
ket where retail sales 
are UP 12%.** 



*BMB 

' * Dept. of Commprce 



Where This one station 

has more day time cov- 
erage than any other 
5,000 watt station in 
the entire Southeast! 



Where a large and grow- 
ing list of the nation's 
lead in^E; advertisers use 
WCAC regularly to 
reach this vast market! 



Yes-! 

Advertisers 
Make New 
Sales Records 

With 

WGAC 

AUGUSTA, GA. 

580 Kc- ABC -5,000 Watts 
Avery-Knodel 



(Continued from page 2) 

Revised edition 

of broadcasting history 

"The First Quarter Century of American Broadcasting," 
published in 1946, is now being revised, according to 
Arthur B. Church, KMBC president. E. P. J. Shurick, 
who compiled the original volume, has also edited 
revised edition. Mr. Shurick joined CBS on 1 March 
as market research counsel. 

BMB study big 
help to spot buyers 

Timebuyers at agencies who have seen portions of 
1949 BMB study generally feel new audience composi- 
tion figures will be highly useful in solving cover- 
age problems. This particularly true in planning 
spot campaigns. But it also applies to such net- 
work problems as where (and whether) to add to sta- 
tion lineup. About 20 new subscribers came into 
fold during February. BMB expects that figure to be 
multiplied many times during March and ensuing 
months as agencies have chance to study full report. 

Multiple-set ownership 
is upping listening 

The Iowa Radio Audience Survey shows that multiple- 
set families listen more than one-set families. 
Findings show number of extra listening hours is in 
almost direct proportion to number of sets in home. 
In homes having four or more sets, average of multi- 
ple-sets tuned in simultaneously totals more than 
one hour. This hour should be taken into considera- 
tion by advertisers. 

Candid camera 
commercials click 

Check on believability of Philip Morris TV sales 
talks by Schwerin Research Corp. reveals that Alan 
Funt ' s candid camera commercials are two and a half 
times more effective than any other PM commercial 
in conveying credibility of ad claims. 

Non-set owners swell 
TV coverage 

TV audiences may represent as high as 25 percent 
more coverage than sponsors count on when buying 
video. Trend to increased viewing by non-owners of 
TV sets is indicated by studies of New York market 
by Advertest Research and Gilbert Television Re- 
search, and by American Research Bureau in Washing- 
ton, D. C. According to an ARB diary survey just 
completed in 1,000 Washington homes, nearly 13 per- 
cent of non-TV set owning families view television 
regularly each week for an average of 3.4 hours per 
person per week. 
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Daytime listeners prefer 
WGAR. Hooperatings 
(Dec. '49-Jan. '50) show 
that from 8 A.M. to 7 l^M. 
weekdays, WGAR has the 
first five top rated shows . . . 
and 12 of the top 15! 
WGAR programs are first 
in 28 out of the 44 quarter- 
hour periods ' 




Popularity goes hand in 
hand with promotion. 
WGAR paid for linage on 
station and program pro- 
motion appears regularly 
throughout the year in 15 
leading northern Ohio 
newspapers. One copy of 
each of these newspapers 
with a WGAR ad, stacked 
together, would tower 18 
feet! WGAR believes in 
advertising! 






-rfie SPOT-fbr SPOfT RADIO 



Right: Mr. William E. Hunger, 
President and Treasurer of the Union 
Oil Company of Ohio, member of 
Cleveland Petroleum Club, Ohio 
Petroleum Marketers Association, 
Cleveland Rotary Club and Cleveland 
Chamber of Commerce. Lejt: Mr. L. 
L. Altman, Vice President and Secre- 
tary of the Union Oil Company, 
member of Cleveland Petroleum 
Club, Ohio Petroleum Marketers 
Association and National Paint, 
Lacquer and Varnish Association. 
Union Oil is a WGAR advertiser. 




Don Hyde with 'This Is 
Cleveland" is one example 
of a WGAR program avail- 
able for sponsors hi p. "This 
Is Cleveland" features 
Clevelanders in the news 
and life in the city from an 
unusual angle. It includes 
such on-the-spot tape- 
recorded events as a jury- 
fix and the confessions of 
a dope addict. 



RADIO... America's Greatest Advertising Medium. . .WGAR. .. CBS. .. 50,000 watts .. .Represented Notionaily by Edward Petry & Company 
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HOW MANY RADIOS? 

I Continued from page 23 I 

come pait of the honiefront. is the fact 
that 12.5 percent of all barns ha\ e 
radi()^. ) 

Does iiiulti})le set ownership increase 
the amount of listening done in the 
home? 

To learn the answers, the Iowa sut- 
\ey placed particular emphasis on this 
phase of the subject. Findings showed 
that the number of extra listening 
hours is in almost direct proportion 
to the extra number of sets. In homes 
ha\ ing four or more, for examjile, ait 
a\er;ige of 67.7 percent of the families 



u^e two sets sinmltaneoush . da\time. 
as against 26.4 percent with only two 
sets. 

The a\ erage Iowa multiple-set home 
dail\ uses sets simultaneously more 
than four quarter-hours. In 71 per- 
cent of the cases. dilTerent programs 
are tuned in. (Comments Dr. Whan. 
"This additional hour of listening . . . 
rej)refeents 'extra listening' not usually 
measured by radio audience research 
limited to anah sis of use of the 'family 
set.' It re}nesents a sizable audience 
which should not be ignored in tlie 
future. . . ." 

Fa<'ts and figures of the Iowa sur- 
^e\. reproduced in charts accoiupany- 




SOUTH BEND IS A MARKET- 
NOT JUST A CITY- AND 

WSBT COVERS IT ALL 



Soutii Bend is one of the biggest, richest, 
and most responsive markets in America Its 
heart is two adjoining cities — South Bend 
and Mishawaka — with a combined population of 
157,000. The entire South Bend market 
contains more than haif-a-miilion people. In 
19^1^, retail sales were over half-a-^/7//o« dollars! 

WSBT— and only WSBT— gives you 
thorough coverage of this great market. Plus this, 
the rest of WSBT's primary area gives you an 
additional million people whose retail 
purchases in 1948 amounted to $911 million.. 

You need the South Bend market. You get 
it — all of It — only with WSBT. 




50UIH BEND 



5000 WATTS • 960 KC • CBS 
PAUL H. KAYMEK COMPANY • NATIONAL R E P R E 5 E N T A T I V : 



ing this article are })recise and pointed. 

WHO makes specific use of this data. 
The station consistentlv })()ints out in 
its ad\ertising to the trade that it is no 
longer correct to s})eak of '"radio 
homes . . . sets make today s audience." 
And it backs up that statement with 
figures w hich show that during the past 
year, in its area alone, multi})le-set 
ownership has increased to the extent 
that radio advertising costs 52 percent 
less per thousand radio home sets than 
in 1941. 

Further. W HO makes its findings 
a\ailable to other stations and inter- 
ested parties as a public ser\ ice for the 
benefit of the entire industr\ . This, 
too. is a healthful de\ elopinent. and 
one w hich is spreading. I Se\ eral sta- 
tion and network sur\eys on multiple- 
set ownership are currently under ac- 
ti\ e consideration. Discussion of them 
would be })remature. but SPO.XSOR will 
follow their progress as part of a con- 
tinuing study. I 

An A. C. Nielson study conducted 
in 1948 also concerned itself with a 
comj^arison of listening between single- 
set and two-set homes. The suryev 
chronicled listening from 18 Jaimarv 
through 24 in all Melsoii Radio Index 



SELL THE 
COTTON BELT 

WITH THE 
"COTTON BELT GROUP" 

Over 1,250,000 people In the 
primary area ot leii cost 




COTTON • OIL • LUMBER 
AGRICULTURE 

"The South'! Billion $ Market" 

Writ*— Wir»— Phon» 
Cotton Belt Group 
c/o KTFS 

Tcxarkana, T«x.-Ark. 
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When is a dot not a dot? 



Look carefully at the pictures 
on this page, to see how television 
creates an image 



No. 2 in a series outlining high 
points in television history 



I'liolon from ihe historical collection of RCA 




r - 





Felix the Cat was the "stand-in" 
when tliis 60-Hne image was made 
inechmncally in tests at NBC's first 
experimental television station. 



Improved definition is obvious to any- 
one in tliis ull-eleclronic 120-line 
image of Felix — transmitted in the 
early days of NBC television. 



• As parlor magicians say: "The 
hand is quicker than the eye!" But 
modernize the stntement so that it 
hecomes: Television magic is 
quicker than the c(/c— and that's 
why you see n photographic image 
in motion . . . where actually there is 
only a series of moving dots! 

To explain this to laymen, ask 
them to examine a newspaper pic- 
ture through a magnifying glass. 

Surprisingly, few people know 
that newspaper pictures are masses 
of tiuv dots "mixed" bv the eve to 
make an image. Even fewer know 
that the same principle creates a tele\'ision picture 
. . . and, when picture after picture comes in rapid 
succession, the eye sees motion. 

Devising a successful way to "scan" an image— to 
break it into dots which could be transmitted as 
electrical impulses— was one of television's first basic 
problems. Most of the methods dreamed up were 
mechanical, since electronics was then a baby sci- 
ence. You may remember some of the crude results 
transmitted mechanically. 

Tele\'ision as we now know it, brilliant images on 
home receivers, begins with the invention of the 
iconoscope tube by Dr. V. K. Zworykin of RCA Lab- 
oratories. First all-electronic "eve" of the tele\'ision 
camera, this amazing tube scans an image — "sees" it 
even in \ ery dim light — translates it into thousands 
of electrical impulses which are telecast, received. 




^^^^^^ 

By increasing the number of scan- 
ning lines to 441 lines in eaeh pieture 
frame, RCA scientists gave us a 
sharper, clearer television image. 




And here yoo see the deep blacks, 
clear whites, and subtle halftones as 
transmitted by NBC with our present 
525-line scanning system. 



and re-created as sharp, clear pictincs in black-and- 
white— on the phosphorescent screens of today's 
home television recei\'crs. 

And, just as the first flickering "30-line" pictures 
—produced mechanically— eventually became our 
present sharp 525-line images, so the iconoscope 
itself was improxed until it became today's super- 
sensitive RCA imaiic orthicon television camera. 
All-electronic, the image orthicon peers deep into 
shadows, needs only the light of a candle to see and 
transnn't dramatic action. 

But every single telev ision development made by 
scientists at RCA Laboratories depends, in the end, 
on a basic physiological fact: When the human e\'C 
sees a series of swift-moving dots on a television 
screen, it automuticallv "mixes" them into a moving 
photographic image! 

Radio Corporation ot America 

^^gy WORLD UADSR IN RADIO — FIRST IN TflfV/S/ON 
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WINSTON-SALEM, N.C. 

Produces One-Fourth of 
the Manufactured 
Goods of the State 

National Rep: The Waller Co. 





Hoi liod' lliilhcrt. 



of iiianv good reasons 



"Maiiiici 
another 

uliy \V s])(X-ializ('(l Xegio 

pioj;ramniing* is 'the sensation 
of the nation', llulheit's "Tan 
Town Jtihih-e'. o-O AM Ahm.-Sat., 
look }■'}'( sliuie of audience per 
Hooper. C)(t.-\()v. I<>19. I'aitici- 
palions now availahh; in this 
same sepia stars greal show. 
'Sucet Talkin' Tiinc. I 112 AM 
Moil. -Sat. Find out liow W'DIA 
does a real joh for siuli adver- 
tisers as (I'lhiniel Baking Powfler. 

' Mctroiiolilan .MiTiijiliis IJcliiil S«li'9 

W'DIA, M(-in|iliis, 'I'<'iiiicssrf, Hcri 
Kcrpiisdii, Mnpr., Harold Walker, 
Com l Mnpr., John I'. Pearson, Kep." 



lioines. 

Prior to 10 a.m.. radio usage is low- 
er among multiple set homes. This, 
\ielson believes, possibly reflcfts the 
later-rising tendency in the more selec- 
tive economic group. By 10 o'clock. 
26.5 percent of single set homes were 
turned on; 27.3 percent of nuilliple 
sets. From then until 11 p.m., multiple 
listening occurred with [)rogressi\e 
liourly inereases with the exception of 
] p.m. and 4 p.m. Multiple-set listen- 
ing was heaviest nt 8 p.m.. with a dual 
audience of 55 percenl as compared 
with 46.3 percent for the single re- 
reivers. 

Xielson attributes the increased eve- 
ning listening to three factors: 1) big- 
ger families interested in a variety of 
programs broadcast at the same time: 

2) more of the family at home; and 

3) accessibilil\ to radio when not in 
the living room (accounting, also, for 

i peak listening in the kitchen during 
the daytime, bedroom listening late in 
the evening) . 

On a biannual basis, C. E. Hooper 
does a diary stii~vey of some 4.800 fam- 
ilies. In the winter of 1948. tlie aver- 
age home, according to the Hooper 
survey, possessed 1.34 sets; in the 
spring of 1949, the average had risen 
to 1.85 percent. 

Radio set manufacturers must be 
given a generous measure of credit for 
llie increase in multiple-set ownership. 
By inipioviiig quality and reducing 
costs, they have taken extra sets out 
of the luxury class. Junior's re(]ucst 
for his own set for Clirislnias no long- 
ei causes budget-minded parents to 
'liudder. 

Aiding and abetting the nuinufac- 
tureis efforts towards greater multiple- 
set ownership is the broadcasting in- 
dustry itself. The hard-hitting team- 
work'of .NAB and HMA, led b> Wcsl- 
inghouse Radio Station's W. B. McCill, 
if responsible for an annual radio 
week. The slogan. "A Radio in Fvery 
Room- A Radio for Fveryoiie, Fvery- 
where,'" gets realistic support from a 
barrage of programs ;ind aunouncc- 
menls on hundreds of stations tlnoiigli- 
otit the cotintr\. Fast \ear. 30 October 
through 5 November, more than 500 
newspapers participated with ads fur- 
nished In NAB and RMA. 

The RMA fnrnishes mats and in- 
formative material on a \ car-round 
basis, and wide-awake dealers arc tak- 
ing advantage of it for local sales 
drives. The pavofT of such cooperative 



efforts is sliown in the new high in set 
production chalked up in 1949. and 
reported by RMA : 5,000,000 sets man- 
ufactured by RMA member companies: 
3.000.000 by non-members. Christmas 
sales records were generally cracked 
in 1949. Today buyers are not empha- 
sizing primarx >ets. 

Plans are now underway in Cleve- 
land, spearheaded by WCAR's general 
manager. John Patt. for a big promo- 
tion of ''A Radio in Fvery Room." 
Cleveland liroadcasters have offered to 
cooperate with the Flcctrical League 
for a campaign based on this theme. 
The date, tentatively set for the last 
two weeks in y\pril. hinges on whether 
enough iiierchaiidise is available, and 
if major set manufacturers will divert 
a large shipment of sets to the local 
distributors. 

Carl George. [)resident of tlie Ohio 
Association of Broadcasters, will alert 
other stations throughout the State to 
tie in with the ronipaign. All eight 
Cleveland AM stations plan support. 

Strong believers in "A Radio in 
Every Room — A Radio F'verywhere, 
for Everyone'" are Sam and Lillian 
Ulrich (five of their 10 radio sets are 
pictured on pages 22-23). No matter 
where an Llrich may happen to he in 
their Jamaica. Long Island, home, a 
radio is never far away. 

When asked how he happened to ac- 
cumulate 10 ^ets. Mr. Ulrich said this: 
"Sonic \cars ago 1 bought one or 
two sets, and have been buying them 
ofT and on ever since— one in one year, 
another in sonic other year. I might 
have been attracted to a new model by 
its appearance, or its tone, or perhaps 
to its new features. Wliatever the rea- 
>on, 1 bought . , . including one tele- 
vision set. 1 never disposed of a set 
onee it was in mv home: just put it in 
anolher room when the new set ar- 



ived 



Todav everv room in the rivicli 
home has its own radio, plus one port- 
able for the children. The Ulrich fam- 
ilv has gone further than most, but 
everv where the trend towards many 
radio? in a home is growing rapidly. 

With advertisers alerted to the im- 
portance of multiple sets in tlie average 
lioiiie. the future looks decidedly 
brighter for radio. Mulliple-set own- 
ershij), like ont-of-honie listening, is a 
Hilt I'lus not previously counted. Ra- 
dio's future is linked with its ability 
to aceuratclv count its audience- -all 
..fit. *** 
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50mALES.jnONE WEEK! 




and 



204 MORE 
LIVE PROSPECTS! 



An Amazing Vote 
of Confidence in WOW! 



Here's The Story... 



kVOW'S "Third Annual Farm Study Trip" was 
innounced on January 11 on the "Farm Service Re- 
jorter" Program, (6:30 to 7 a.m. weekdays).* 

Farm Director Mai Hansen simply said that the 
our would be to the "New South"; would last 15 
lays, and would cost about $500.00 per person. 

On that information ALONE, within one tveek 
'A farmers responded— WITH CASH! 204 others 
n the same period wrote for information and appli- 
ration blanks. 



^Co-sponsored by: 
Garst & Thomas, Coon Rapids, Iowa, Pioneer Hy- 
brid Corn; Handled by the Compton Agency; and 
the Walnut Grove Products Company of Atlantic. 
Iowa; Ross Wallace Agency. 



So large and instant a response PROVES that 
the great WOW-LAND farm market is solidly be- 
hind WOW— and WOW's farm listeners are today 
the WORLD'S FINEST CUSTOMERS for any 
goods or services. 

For availabilities call the nearest John Blair 
Office or telephone Johnny Gillin at Webster 3400, 
Omaha. 



RADIO STATION 



John J. Gillin, Jr., President & General Manager 
John Blair & Company, Representatives 
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OMAHA, NEBRASKA 
590 KC • NBC • 5000 WATTS 

Owner and Optrater of 

KODY AT NORTH PLATT 



THE D.j.'S RESPONSIBILITY 

\ Continued frnni page 31) 

without subsidies from spcfialU iiiter- 
t'stec] peirtics. But there is ample evi- 
dence that many d.j.'s through lack of 
proper supervision are allowed witting- 
ly or unwittingly to short-change the 
listener. 1 hat in the long run short- 
changes the .-sponsor. 

One of the unwitting wa\s in which 
Uick of program contrcjl prevents the 
hest d.j. programing in the spt)nsor's 
intere-t luis to ilo with the concept of 
luiilding a nuisical program. The pro- 
gram manager of n leading station 



once went to his d.j. with 13 week? of 
programs outlined in advance. He 
wanted to let the sales manager know 
specificalK what he was tr\ing to sell 
a prospect. 

The d.j. protested vigorously that he 
had no regular format for his show, 
that he would fall fiat on his face if 
he atteiupted to follow the format 
worked out 1)\ the program manager. 
The latter showed the d.j. how he had 
anaKzed the jockev's own log for *e\- 
eral months. ^Vithont realizing it, the 
d.j. had followed a \"ery definite (and 
\ erv good I pattern, which the program 
manager had merely duplicated. 



WIBW ^ heard ^most-" 

••where i^;* -V? herds mean most 




Out here in Kansas, 
herds of dairy and 
beef cattle mean big 
profits. The farmers 
who raise these herds 
prefer WIBW to any 
other station. 



Dr. F. L. Whan's statewide interviews analyzing the 
Kansas Radio Audience for 7949, show WIBW the out- 
standing favorite in farm homes. WIBW led its nearest 
competitor by a 3 to 1 margin. 

It's so easy to make your product first choice among 
these prosperous Kansas families. Just use the station 
that's their first choice — WIBW. 



WIBW 



SERVING AND SELLING 

"THE MAGIC CIRCLE" 

WIBW • TOPEKA, KANSAS • WIBW-FM 



.Most record programs aren't built 
with a conscious purpose, and too few 
?uch programs stumble into as success- 
ful a format as did the one cited above. 
Some program managers have built 
\er\ bad shows (music and otherwise) 
and niaii)' d.j."s ha\e built consistently 
good music se^-^ious. 1 he basic rea- 
son wh\ a representative of station 
manageiuent should know what's going 
on in his record shows ]« to check 
abuses, intended or unintended, like 
those already cited. 

But there is another \ery positive 
icason: it enable^ plamiing for better 
>hows than is usualK possible for the 
average d.j. who has iidierited the cur- 
rent tradition. This tradition is more 
notable for what it does not include 
than for its positive eleiuent.s. It is a 
truism that no program can please 
e\er\hody. It is then highl\ impor- 
tant that a music show, no less than 
any other >how. have a <dearl\ and 
carefulU defined format. 

This will allow slanting to a pre- 
determined group known to like a spe- 
cific format and content. Anv cannv 




YOU WON'T 
GET FIR 

PINE KNOI 

(Ky.)l 

^•^•Totrnnu*' l>nsn.c.., for 

iil> f"*" )} ..vclu^nely- A"*' 

a..a our "•'^«^'^*' .V«,ca a.i*lH»'^*^ 
tlmtl.a^an*!;-*;'^ 

,„.."f'l.e «»'•■■ 




SopW.cnot for »<^j,^ 



Rep: CAPPER PUBLICATIONS, Inc. • BEN LUDY, Gen. Mgr. • WIBW • KCKN 



■kv — 
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program man knows how to go about 
finding out what his listeners like. 
Here is the place the commercial man- 
ager should be brought into the pic- 
ture, lie knows the kind of people his 
clients or prospects want to reach. 

It is a mistake to belie\e that peo- 
ple who like operatic and symphonic 
music like nothing else, or that devo- 
tees of pop tunes never listen to any- 
thing heavier. 

There are tricks to building music 
programs just as to putting together a 
comedy show^ One of the tricks con- 
cerns the relation and proportion of 
talk to music. Several stations have 
been experimenting in recent months 
with a format which concentrates on 
building the musical mood rather than 
breaking it up with irrelevant chatter. 

They report that this technique 
seems to make the commercial stand 
out much more impressively. Coinci- 
dental ratings ha\e soared. The sta- 
tions referred to had previously al- 
lowed their very successful d.j. s to 
play music as the} fancied it. with the 
typical in between chatter. The idea 
for experimentation came after the sta- 
tion managers and connnercial man- 
agers decided to take a hand in pro- 
gram strategy. 

Musical appetite? change — both in 
comnnmities as a whole, and within 
groups in the community. By himself, 
the average d.j. is not prone to follow 
these changes quickly. This is another 
reason why management must fulfill 
its program responsibility by keeping 
informed on changing listening habits. 
Astute program people know that re- 
quests alone are no true measure of 
music desired even by a single seg- 
ment of listeners. Although this makes 
for easy programing, it by no means 
guarantees the best listening. 

If the d.j. conscientiously selects 
music based upon the best information 
he can get about the listeners he wants 
to reach, he'll do right by his sponsors. 
And have many more of them, * * * 



STEEL MELTS THE PUBLIC 

(Continued from page 25) 

a desire to win good will."' 

The Pittsburgh sports editor put his 
finger on the nub of it. U. S. Steel is 
interested less in Aunt Edna's bathtub 
than in Aunt Edna herself — bow she 
feels about the corporation. IMore than 
a half-million persons have a direct 
stake in U. S. Steel— 280,000 em- 




Top-Selling Disc Jockeys 
in the Detroit Market! 




ly morning to late at night, selling products or service 
via CKLW is an easy, thrifty proposition! 

50,000 WATTS, MIDDLE OF THE DIAL AT 800 KC. 

CKLW 

Guardian Building • Detroit 26 

MUTUAL Adam J. Young, Jr., Inc. 

SYSTEM National Rep. 
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pk)\ee? and more than 225,000 stock- 
holders. 

I SS alone produces one-third of the 
nation's steel supply. (The corpora- 
tion's gross income in '49 was $2,302,- 
-443.091.) To any organization of this 
size and scope, puhlie opinion is infi- 
nitely more than a handy phrase, in 
a lahor crisis, for example, it can be 
all-iuiportant. it might eonceivahh" al- 
so color the attitude of the Federal 
Goverunieut. which shows signs of in- 
creasing rcstiveness about Hig Busi- 
ness in general. 

lr\'ing Olds capsules U. S. Steel's 
slant on radio this wa\ : "IJSS has 
devoted a portion of each full-hour 



broadcast to brief, interesting commen- 
taries on its operations and the ae- 
complishmcnts of its more than 280,- 
000 men and women employes. These 
weekly messages have been accorded 
high praise in many quarters for the 
variety of their themes and the sin- 
cere, straightforward manner in which 
the) are presented. Through them, 
LSS feels that it has been able to cre- 
ate a better general understanding of 
its affairs and policies. Furthermore, 
the messages have served to bring 
about a greater appreciation of the 
part played by USS and other Ameri- 
can industries in the nation's econ- 
oni\ . 




radio stations everywhere... 





BUT ONLY ONE... 




You Can't catch a mermaid witli firul)w<)rms. And you cnn't land 
your full share of profits in the l)<)oniing Central South market 
unless WSM carries y«»ur advcrtisinu. 

With radio stations everywhere WSM remains unique in its ability 
to reach — to sell an area. Two of the reasons: 50,000 watt 1-A 
Clear Channel power . . . production facilities and a staff of 200 
entertainers programming local originations to hold an audience 
t)f highly specialized radio tastes. 

Successful advertisers know — you land the Central South's most 
desirable sales-fish by using WSM. 



CLEAR CHANNEL 
50,000 WATTS 

HARRY STONE 
Genero/ Monager 

IRVING WAUGH 

Commerf'O^ Monoqtr 

EDWARD RETRY & CO 
Notional Repreienfofitre 



Along with its higher aspirations 
for its own and the nation's economy, 
L SS is of course coneerned with sell- 
ing steel. Rut the closest approach to 
direct selling on Theatre Guild is an 
effort at creating a brand conscious- 
ness about L'SS products. 

This takes the form of an occasion- 
al line or two like these in a commer- 
cial: ''When you buy anything made 
of steel for your home, look for the 
USS label. Kemember — that symbol. 
I SS, is \ our assurance that the steel 
is good." The effectiveness of such 
coniparati\ e underselling was shown in 
a sponst)r identification sur\ey made 
for U. S. Steel in November by C. E. 
Kooper. A total of 51.4 percent of the 
group sampled were able to identify 
Theatre Guild with U. S. Steel-— sub- 
stantially above the figure of 40.3 per- 
cent for the average e\'ening program. 

A number of the radio commercials 
have highlighted the activities of in- 
dividual U. S. Steel subsidiaries, such 
as Cyclone Fence l)i\.. American 
Bridge Co.. and others. Taken as a 
whole, the Theatre Guild commercials 
themselves and the way they are han- 
dled are well worth close analysis. 





HEALING 
POW ER 

If your client's product 
suffers from the dreaded 
nnalady "Slow Movennent" 
KATL's new 5000 watt 
coverage will issure com- 
plete recovery at reason- 
able cost. Write, wire, or 
phone Independent Met- 
ropolitan Sales or: 




HOUSTON, TEXAS 
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Since the projiianrs debut in 1945, all 
U. S. Steel commercials have been read 
by George llicks, "U. S. Steel's radio 
reporter." llicks is a veteran broad- 
caster whose distinguished radio re- 
ports for ABC from o\erseas during 
the war won him a lasting reputation 
and a Pulitzer prize. 

On I)-L)nv in Normandy. Hicks de- 
scribed an enemy aerial attack on the 
ship from which he was broadcasting 
with such utter detachment that he 
might have been telephoning a friend 
to confirm a lunch date. The same 
complete lack of awe characterizes his 
delivery of the Theatre Guild connner- 
clals. In a quiet, almost apologetic 
voice, he "throws them away" in mas- 
terly style. Hicks actually gets stacks 
of fan letters each week from listeners 
expressing their gratitude for commer- 
mercials that soothe rather than flail. 

USS shrewdly capitalizes on Hicks' 
strong personal following by angling 
the commercials from a first-person 
viewpoint. Thus llicks murmured dif- 
fidently on a recent broadcast: "To- 
night we want you to meet the own- 
ers of the U. S. Steel Corporation — 
the people whose invested savings pro- 
vide the essential tools of production 
and make possible the employment of 



hundreds of thousands including nn - 
self. W^e're sorry we won't be able to 
introduce each of these owners to \ on 
b)' name because there are exactly 
22.5.884 of them- -98,979 women, 94,'- 
214 men and the balance institutional 
stockhoklers, such as banks, insurance 
companies, schools, colleges and hos- 
pitals. But 1 can tell you this much 
about these more than 225,000 own- 
ers of U. S. Steel. Thev represent a 
good cross-section of America they 
may be found in every part of the 
country. . . . Among these stockhold- 
ers mav be vour next-door neighbor. 




Dec. -Jan. 1950 
MORNING 38.9 
AFTERNOON 35.0 
EVENING 26.3 

first By for/ 




SYRACUSE, N. Y. 

Represented by 
FREE & PETERS, INC. 



)our grocer, your doctor or \onr in- 
surance company . . . millions of Amer- 
icans ha\e a direct or important in- 
direct interest in the affairs and the 
progress of I . S. Steel." 

This concern with Americans in the 
mass was a major factor influencing 
the corporation's entry into radio. 
Even before that time IJ. S. Steel was 
no newcomer to institutional advertis- 
ing. Rut its top executives felt a need 
for something \varmer and more pene- 
trating than magazine advertising, 
which represented the bulk of V. S. 
Steels institutional promotion until 



Winston-Salem's 



/ 




Station 



Saturates North Carolina's 
GOLDEN TRIANGLE 



Wl NSTON- 
SALEM 



GREENSBORO 



313,600 
People 




$449,956,000 
Buying Income 



HIGH POINT 



No. 1 Market in the South'S No. 1 State 

Your FIRST and BEST Buy! 



Affiliated with 
NBC 



1 930 



WSJS 

^ WiNSTON-SALEM ^ 

TH E JOU RhI AL-S E NTI N i STAT I O N S 



TWENTIETH ANNIVERSARY YEAR 



Represented by 
Headley-Reed Co. 



I 950 
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You can't buy 

TIMEBUYER quotes 
like these: 



"Sl'OiNSOR is the briglitrst new coiner to the field of ad- 
vertising publications in many a long day." 

Fairfax M. (^onf:. Chairman oj Bd. 

ISiow 

"SPONSOR really keeps us posted on what's going on in 
radio and television advertising."' 



Eriiii:!. W'lEDER, Timebuyer. 



Kriein, Wasetf 



"The SPONSOR method of presentation was long over- 
due. 1 feel that SPONSOR greatly deserves the imj)ortant 
part it pla)s on the agency s< eno.'' 

Hav Sim MS, Chief Timebuyer. 

tteuutuotit & ttohutun, tnv. 

"We hear nothing hut coniplinieiTtary remarks about 
SPONSOR within the agene\ trade. It is definitely on 
my 'must-read' list regularly." 

(j-AKKK Tiu OEAi:. Media Director. 



ttt'ulou ISowles 

"SPONSOR has been on my list of home mu.st reading 
for a long time. 1 find it interesting as well as informa- 
tive." 



"Everyone connected with Radio and Television advertis- 
ing should read SPONSOR. \Vc at N. W. Aver read it 
regularly because it keeps us posted on the latest radio 
and television activities." 

Paul Kizexberger, Timebuyer. 
litiihrtttitf & Itijan 

"SPONSOR presents the type of factual information help- 
ful to the agency and client in dealing with radio and 
television problems. It receives thorough readership in 
our firm." 

Ross xMetzger, VP & Radio Director. 



fieiii/oii 4& Echhurdt, Inc. 



George Kern, Head Timebuyer. 



"SPONSOR is well-named for it is the only book that 
really gets down to eases Avith the problems directly con- 
cerning sjjonsors. W'e find it a valuable source of ideas 
and facts." 

Philip Kenney, Radio Timebuyer. 



it. It. n. & o. 

"He^'ause SPONSOR fills a need covered by no other 
trade paper, all of our timebuyers gel SPONSOR at home 
where they' can read it in peace and (juiet. ' 

Frank Silvernail. Chief Radio Timebuyer. 



Kudiior 

"1 read SPONSOR regularly to keep up to date with the 
liapj)enings in the radio and television field. I consider 
it an excellent medium for people Avho are interested in 
this phase of the advertising business." 

Dan J. I^-KETT. Media Director. 
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Scltwimmer iV Seott 



William Esiy Co, 



■'SPONSOR talks our language and gives us invaluable 
and current information. Our office file of back copies 
of SPONSOR has proven invaluable." 

Ke>dall Foster, Director Television Dept. 



Shcrmatt & ^lavqtteUe 



"SPONSOR is given careful reading each issue by most 
of our key personnel. Moreover, it contains much infor- 
mation vN'hich is of permanent reference value." 

Lou TiLDEN, Radio Director. 



Dohcritj, Cliiiord & Shettiicld 

"SPONSOR seldom fails to provide some newer, fresher, 
approach to an industry story or problem." 

Helen Wilbur, Radio Timebuyer. 



Honig-Cooper 



"SPONSOR contains more meaty case histories of adver- 
tising in action than any other trade publication in the 
field." 

Louis Honig, Vice President. 



Maxon 



"SPONSOR is a regular in our Maxon radio and tele- 
vision departments. It's solid reading from cover to 
cover." 

Ed Wilhelm. Timebuyer. 



"SPONSOR to mc is the best in the field. As a matter 
of fact, 1 have almost all the copies in my files from the 
(lay it started publication. For radio and J'V news, it 
can't be beat! I find nnsclf constantly referring to back 
issues for information of all kinds — most particularly for 
T\ growth and acceptance." 

EvKLYN R. \ aiM)EKPLOEG, Head Timebuyer. 



Sullivan, SiHuiScr, Colwell iV Buyles 

"For up-to-date complete information we consider SPON- 
SOR a must on our reading list of radio publications." 
Fr\.\k Mineiian, Vice President & Media Director 



CompioH 

■'Sponsor's the answer to a need in trade papers. Every- 
one here reads it that should." 

Henry Clociiessy, Head Radio Timebuyer. 



J. Walter Thompson 



"SPONSOR is a must on the recommended reading list. 
Its total audience at J. Walter Thompson far exceeds the 
number of subscriptions." 

Linnea Nelson, Head Timebuyer. 



IficCa II II -E r i ck son 



"Reading SPONSOR is a must with me. It has to be, 
with so many of my associates and clients always quoting 
it. Besides, it's good reading." 

Bill Dekker, Dir. Radio Serv. & Station Relations. 



SPONSOR 

The Magazine That Broadcast Buyers Read and Use 
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FIRST in 

the QUAD CITIES 



In Davenport, Rock Island, iVIoIinc and East Moline 
IS the richest concentration of diversified industry be- 
tween Chicago, Minneapolis, St. Louis and Omaha. The Quad 
Cities are the trading center for a prosperous two-state agricultural 
area. Retail sales, total buying and per capita income rate higher 
dian the national average, according to Sales Management. 



WOC-AIVl?rK" 



woc-Fw zr... 



\\"0C delivers this rich market to NBC Network, national spot 
and local advertisers . , with 70 to 100% BMB penetration in the 
two-county Quad City area ... 10 to 100"'. in adjacent counties, 

wfVV"l Y 22.9 Kw. Video . 12.5 Kw. Audio 

On the Quad Cities' first TV station NBC Network (non-inter- 
connected), local and film programs reach over 7,^00 Quad Cities' 
sets . hundreds more in a 75 air-mile radius. 



Basic NBC Affiliate 

Cnl, B. J. Palmer, President 
Ernest Sanders, General Manager 



DAVENPORT, IOWA 

FREE & PETERS, Inc. 

Exclusive National Representatives 




3 MINUTES 

on the house 





ASK HER ABOUT KITE! 



No kidding! Just send her nome, number, 
and the chorgcs to Jock Koste ot Indie 
Soles (or to KITE). We'll poy for the first 
3 minutes from any recognized time buyer! 

Here's reol proof of preference by the gols 
who spend 85% of every retoil dollor . . . 
and backed by Hoopers that deliver more 
listeners per dollor . . . every time! 

Get the up - to - date San 
Antonio story first-hond, 
and for free, by picking up 
your telephone! 



1000 w/srrs 

930 on ANt dial 
SAN ANTONIO 




ask 

JiiiiK IIlaik & |](). 

al»4»iit the 




vim 

STATIONS 
IN 
Ulf 



WMIIIi 
WIKID-"' 




-TV 



First Slalioiisof Virginia 



19-13. 

The ilet isioii on tlic tNpe of radio 
?liow grew out of conference? between 
Carlisle MacDonald and other USS of- 
ficial? and tlic corporation's agency. 
Batten. Barton. Dursline and Osborne. 
It was decided that there was a vacant 
niche in radio for a top-drawer dra- 
matic program as distinguished from 
the da) time serials and the Holh wood 
air opuses heavily freighted with big 
names and little el*e. 

The program s as>ociation with the 
Theatre Guild, it was fell, would strike 
a high prestige note at the outset. The 
Guild, under Lawrence Langner and 
Theresa Melhurn. has long been synon- 
ymous with the best offerings of the 
American theatre. An agreement was 
reached whereby the (iuild would ap- 
point a sptii'ial stafT to handle all mat- 
ters of jiroduction and direction for 
Theatre Guild on the Air. under the 
general supervision of Langner and 
Miss Helburn. 

The show is budgeted at S12,.S0O 
weeklv for talent, and $20,253 weekly 
for time, on a 39-wcek basis. The 
first radio play, "Wings Over Europe," 
went on the air over ABC on Sept. 9, 
1943. from 10 to 11 p.m. Productions 
of "Jacobowsky and the Colonel." 
'"John Ferguson" and "The Guards- 
men" were gi\en on succeeding Sun- 



day nights. 



It was thought at first that the show 
could build a solid rating by present- 
ing exj)ert adaptations of pro\en plays 
of the legitimate theatre, without un- 
due empiiasis of big marquee names. 
The competition of other network 
shows with enlertainers of star caliber 
proved too tough, however. After the 
fust season Theater Guild on the Air 
blossomed out with stars as glittering 
as anybody's Charles I.aughton, Ju- 
dith Anderson. Burgess Meredith, Mau- 
ri(e Evans. Bert Lahr, James Cagney, 
the Lunts and Betty Field, among 
many others. 

In May, 1916. Theatre Guild gave 
way to a sunnner replacement for 
rSS Hour oj Mystery. Macdonald 
felt that the show's rating had not fat- 
tened enough to be hurt appreciably 
by a hiatus. Still he deemed it wise to 
maintain contact with the listening au- 
dience during the summer months, and 
decided that a low-budget replacement 
was the answer. 

When Theatre Guild returned to the 
air for it? second season in September. 
1916. a survey In A. C. Neilsen for 
rSS showed that the program had 

SPONSOR 



INDEPENDENT METftOPOLlTAN Itilli 




picked up nearly two niillion additional 
listeners— 5.551.224 against 3,011,850 
during its first year. (At the beginning 
of ihc current season Neilsen esti- 
mated the show's audience at 10,575,- 
710. See chart. ) 

At the start of the 1947 season Thea- 
tre Guild moved from its original time 
period of 10 to 11 p.m. into the 9.30- 
10.30 p.m. slot on ABC. U. S. Steel 
was happy al)out the move on two 
-counts — the obvious ad\'antagcs of the 
earlier scheduling, and the proximity 
to Walter Winchell. whose 9 o'clock 
news show exerts a strong listener pull 
felt by all his network neighbors. 

It was around this time that both 
NBC and CBS began ardent courtships 
designed to lure USS and its lush bill- 
ings away from ABC. USS emphasizes 
that it was very happy with the latter 
network, but admits there was a desire 
for a bigger audience. NBC and CBS 
bore down heavily on that point. NBC. 
which offered the 8.30-9.30 slot on 
Sunday night, got the nod. USS felt 
the time was just about ideal, and was 
also anxious to continue the show's 
Sunday night tradition. 

As a further clincher, NBC played 
a trump card—a 13-week summer se- 
ries of broadcasts by the NBC Svm- 
phony, featuring guest conductors. 
USS decided that the potent audience 
pull of such a program would more 
than offset the normal summer listen- 
ing slump. 

The last three weeks' commercials 
of the NBC Symphony series reminded 
listeners that Theatre Guihi would be 
back on the air at a new time and on 
a new network, come September. Since 
the start of this season the shows have 
originated from NBC's Belasco Theatre 
studio, in the heart of the Broadway 
theatre district, 

USS has given its radio show strong 
promotional support ever since its in- 
ception and the networks have followed | 
through on their end. Each fall Thea- 
tre Guild's return to the air is heralded 
by large newspaper ads in cities 
across the country. Smaller ads on 
the radio [)age or elsewhere are sched- 
uled each Sunday. NBC meanwhile 
schedules dozens of transcribed and 
live "coming attraction" spots starting 
each Thursday and increasing in fre- 
quency until shortly before the show 
begins on Sunday night. The trans- 
criptions are customarily cut by the 
stars themselves during rehearsals. 

Additionally, for productions it con- 



Example 

# 23 



f 



Cox and Tatiz — Allv<■rti^i^g, writes us 

"...our client, afier sponsoring only 
four 12:30 (noon) news periods on 
WIP, brouglit its cost-pcr-inquiry down 
from over S7.00* to less than S1.25!" 
*In another medium — name on requci't. 



Philadelphia 
Basic Mutual 

Rvpresenied Nationally 
% 

KIIWAIIII PETII¥ & €0. 
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When you can get RCA 
"Know-How", . .why 
take anything less? 




RECORDING 
PROCESSING 
PRESSING 



Y 

J, o 



oil get the kind of serv- 
ice you want and {he quality 
you need at RCA ! Records 
and transcriptions of every 
description . . . slide film and 
promotion recording facil- 
ities. Careful handling and 
prompt delivery. Contact an 
RCA Victor Custom Record 
Sales Studio, Dept. .'i-C. 

120 East 23rd Street 
New York 10, New York 

MU 9-0500 

445 North Lake Shore Drive 
Cliicafio 1 1 , Illinois 
Whitehall 4-2900 
1016 North Syeamore Avenue 
Hollywood 38, California 
Hillside 5171 

You'll find useful faets in 
our Custom Record Hrochure. 
Send font today ! 



custom 
sales 



Radio Corporation of America 
RCA \ ictor Division 



si(icr> es|)ct iall\ "liot" I . S. Steel 
|iriiits thousands of |.)ostrr< for dis- 
trihulion to all of its plants and fai'- 
tories and to all NBC affiliates. More 
than 7.000 posters went out in advance 
of "t^oodhye \gain," a reeent Theatre 
Guild |)roduction starring Ezio Pinza. 
Madeleine (>arroll. and Liiula Darnell. 
I . S. Steel's district ofllices in many 
( itics work closely with the NBC af- 
filiates on local |)roniotions. 

.sometime this s|)ring the entire com- 
|ian\ nf Theatre Guild on the Air will 
decamp for C.ary. hid., site of a USS 
plant. 'Ira\elliiig a show of such size 
is ex|)ensive. hut USS feels that it pays 
off in added prestige and in a closi>r 
relalion.-hi|) with its huge "famih" of 
eni|)lo\es and stockholders and the 
|)uhlic at large. I he coni])any esli- 
niates that more than 2.10, 000 ])ersons 
ha\ e attended Theatre Guild hroadcasts 
in \arious <-ities. One such hroadcast 
from an auditorium on the <'ampus of 
the I iii\ersity of Minnesota drew an 
andi(-nce of 10.000. 

\ol the least of the program s assets 
are the memhcrs of its |)erinaiient stafT. 
including narrator Koger l'r\or (who 
is also '\\ director of Foot(\ Cone 
iScldingl: director Homer Fickett ; an- 



nouncer Norman Brokenshire: and 
musical director Harold Levey. Both 
Pryor and Brokenshire are veteran 
broadcasters and highly aecom|)lished 
showmen. 

The com|iany has not \et used tele- 
\ ision. and there seems little likelihood 
that it will in the immediate future. 
Concerned as it is with the mass au- 
dience. U. S. Steel's feeling is that there 
aren t enough TV viewers around in 
enough markets yet. But the company 
is already studying tele\ision. 

If and when U. S. Steel goes into 
television, there's no reason to suppose 
that the <-om|)any will deviate from the 
line so clearU traced through its rather 
hrief hut distinguished radio history: 
Easy does it. When good-will is the 
goal, there are hetter wa\s of captnr- 



the 
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llsteiK-r than sandbagging 

★ ★ ★ 



ART OF BEING NATURAL 

{Continued jroni page 27) 

porting stars on the Benny show could 
be converted into salesmen on their 
own shows if the same methods of 
casualness. good taste, and planned 



a 



Peaches," said the 




Musical Clock... 





• In 19fS three tarloads of Colorado peaches 
consigned to TOO Siit'crmarkcis were 
delayed en route to Cedar Rapids ; the fruit 
arrived ripe, h had to he sold in one day. 

• It was — by noon. 

• Announcements on a single W'MT pro- 
gram — the Morning Musical Clock— did it. 

• The story of Ml; TOO, a regular WMT 
advertiser since the first store opened in 
1937, is told in Ligljliiiiig Ibal Talks, the 
All-Radio documentary film which depicts 
radio's impact on the U.S. -A. The peaih 
sale is no fluke; ME TOOs daily radio 
specials sell from 1,000 to 5,000 units Last 
May 8.(00 sales resulted from a three-for a- 
dime soap ofier; last November Jcll-O at 
5c brought 5.700 sales. No attempt is ever 
made to trade on the established worth of 
MI: TOO specials hy trying to slip over a 
mediocre buy. I ach special is an outstand- 
ing value. The MK TOO marketing phi- 
losophy is simple: buying and selling food 
at the right prices — plus smart radio. 

/« Enslttii loii;i siiiarl radio means irAIT. 
Ask ibe Kalz man for full dclalls. 



r 




WMT 

CEDAR RAPIDS 

5000 Watts 600 K.C. Day & Night 
BASIC COLUMBIA NETWORK 
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s[)oiUaiieity were followed. In each 
rase tlie pupil has heen a credit to the 
teacher. * « « 

The Chrysler Cor|joration is another 
sponsor of a program which dejiends 
on naturalness for its success — Grou- 
cho Marx in You Bet Your Life on 
CBS. 

This DeSoto-IM) mouth show has 
won a \ast audience and innneasurahlo 
goodwill for the sponsor. In 1949 one 
of the Peabody awards went to Marx 
for '"outstanding entertainment and 
d rama." 

Croucho has a library of gags in his 
head. But he doesn't depend on this 
alone. In advance of the program, he 
chooses contestants likely to prove suit- 
able foils for his wit. (In all fairness, 
it should be added that he is among 
the select few radio performers who 
can be authentically funnv with an 
actual ad lib.) 

In a typical Marx show, three cou- 
ples are selected from the studio au- 
dience. The romantic angle may be 
stressed with the first i)air. The sec- 
ond stanza might be a friendly tilt with 
a couple whose occupations are only 
vaguely similar. In the third spot, a 
housewife faces the mike with a trades- 



20 Years is 20 Years 

No iiiaucr how you look 
at ii, 20 years of radio ex- 
perience, plus lele^'ision, 
means a lot in staiiou 
niauagenieiit circles. 

. . . especially when ii in- 
cludes jusi about e^•ery 
chore from local announ- 
cing and network pro- 
graininiug to station gen- 
eral inanasfer. 

I couldn't buy this ex- 
perience, but you can — 
for 310,()()() a year. 

My background and 
ideas may be what you're 
looking for. May I visit 
with you and compare 
notes? 

SPONSOR 

Address Box 9 



WGY M 

16 1 

WGY 



aiidiciice covcrafio .stntioii of llie 
Gri'iil xNort lioiisl 



in YOI H fiivor. for willi :in iidvort iscr 

can actiiall) cover .sixlccii nidropolitan niar- 
Uets willi fAV/; station ! 



and only W (tY can deliver amlienees in so 
nianv individual markets! 



WHERE? 



IN NEW YORK 



HOW? 



WHY? 



WHEN? . 



All)any 
Aiiislerdaiii 
Gl.-Ms Falls 
Gl<)vers\ille 



1 1 iidson 

Joiiiislowii 

ISOrwicli 

Oiu'oiila 

Ulica 



l{oiiie 

Saraloi;;! Springs 

Sclicneclady 

Troy 



IN MASSACHUSETTS 

Norlii Adams Pillsficld 

IN VERMONT 

itiulaiid 

- - - \nd all I lie territory in l)el%vcen 



COVERAGE -5(),()0() powr-//*// wa I Is serv - 

ing I6ri(ies with a niclropolilan j)oj)idalion of 
1 million, 247 ihoiisand. Ti his 16 cily area alone 
can claim retail sales of 1 billion, 162 million, 
225 ihonsand dollars. A Hooper Snrvey jitst 
completed proves llial \\ C,\ reaches 55% more 
evening radio listeners in the 16 markets ihan 
the next best station. 



\^GY is llie only clear channel station serving 
the area. ..50,000 watts j>ower on a low 
freipieney! 

WGY has heen a listening hahit since 1022! 

WGY is the OMY iNHC: station in die area. 

Other network aiidienees are <livided 
among: 3 .stations for (]HS, 5 stations 
for \BC], 6 stations for MBS. 

\^GY is owned and operated l>y the General 
Electric (>oiiipan>, thus assuring finest 
station operation in the area. 



RIGHT NOW if your product is distrihiitcd 
in iijjstate iSew ^ ork and \\ estcni New England. 
^ our message on W GV will assure yon of df>iii- 
iiiation of the listening audience in the area, 
hccanse \X GY provides: 

More Markets than any other upstate New ^ ork 
station. 

larger Audiences than anv other station in the area. 

Wider Coverage than any other station in the area. 

lower Cost than any coiiihinatioii of stations in 
the area to reach the 16 markets. 



Represented Nalionalty by NBC Spat Sales 



For the comp/efe story 
on WGY, 
its progranys and availabilities, call 
your nearest NBC Spot Salesman! 




A GENERAL ELECTRIC STATION 
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man. 

T(3 injure tlie appearance of a lady 
dcri)-sca <li\er or a sk\ writer, a stafT 
nssislanl makes n number of phone 
calls al random to those in tlie know 
in su( h fields and asks them to send 
ON er some likely candidates for the 
show. 

J^nt li diverse o<"cupations give 
Groucho an opportunity to ad lib and 
twit the contestants before they start 
tlie (juiz portion of the program which 
is. nctualh', secondar\ to the Marx 
antics. 

All the kidding is in good taste. 



I hose In the audience are made to feel 
that they're part of the sliow. E\ en 
though the contestant may be a target 
of the Marx wit, he knows it's being 
done good-naturcdl\ . He is being 
treated as "one of the bo\s. ' so to 
ppeak. 

It all adds up to entertainment, fun 

for all, and good will for sponsor, 

product, and program. 

* » * 

Gulf Oil and General Foods noted 
these important ingredients when they 
imdcvtook the sponsorship of U^e The 
People. 



18% 



■L•>Si■^-:^:^.•^•^J 



^3% 



mm 

-■■rfvr'i'.-.i 
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STATION 


AUDIENCES 










DAYTIME 


NIGHTTIME 


COUNT> CITY 


R«dio Homi\ 


Homt\ 


"a 




% 


fULION 


1 4'>60 


10140 


67 


8060 


53 


CANION 


(1)80) 


' (3090) 


(69) 


(5950) 


(68) 


MARSHALL 


400 


9iio 


53 


1500 


Z Js^ 


MASON 


4770 


1010 


63 


5170 




PEORIA 


SOQSO 


44410 


81 


^ 46450 


91 


PEORIA 


(9&830) 


(35940) 


(89) 


(31100) 


" "|93) 


SI ARK 


27JO 


1860 


68 


1 390 


51 


lAZEWtLL 


18780 


16850 


89 


1 6690 


88 


PEKIN 


(6750) 


(6050) 


' (90) 


(6530) 


(95) 


*OODFORD 


5570 


2750 


49 


1910 


34 


BUREAU 


1 1810 


noo 


10 






HENDERSOrJ 


2580 


ISO 


1 1 






HENRy 


H870 


1350 


10 






► EWANEE 


(6010) 


(1150) 


(19) 






KNOX 


16780 


2710 


16 






' OGAN 


9040 


1080 


15 






M-L-ONOUCH 


9160 


1450 


15 






SCHUYLLR 


3480 


650 


18 






srAtiON roiAL 




89 950 




78 170 






Daytime 1946 — 70,480 

Daytime 1949—89,950 ... UP 27.67c! 

Nishttime 1946 — 60,800 

Nishttime 1949—78,170 . . UP 28.67£l 



FIORIA 



CBS Afli.li«*« • SOOO Watt* 

Frtc A PtttM, Inc., Nat'l, Rtpt. 



iNow a Gulf Oil sinudcast, it has for 
13 years featured just plain people. 
Since June. 1948. it has become a 
simultaneous digger into the past and 
a teller of the news as it occurs. 

Gulf Oil sponsored the program on 
CBS from April 26. 1942, to 0< tober 
25, 1949. continued its sponsorship 
when the show moved to NHC. Gen- 
eral Foods was the sponsor from 1936 
to 1942. 

Currently in the public c\e is Noah 
Rondeau, a hermit from up-state New 
^'ork wlio is also distingui.shed as the 
only man who has ever been permitted 
to ad lib on JVe The People. \oah 
hides out in a Catskill cave during the 
summer months and hibernates during 
the snowy season in the woods near 
Saratoga. He has made three appear- 
ances on IF e The People and has ad 
libbed quite successfully each time. 
Hell be back for a fourth try soon. 
Other less individualistic guests on 
W e The People are required to mem- 
orize versions which have been written 
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- IN 

- IH 



AM 

TV J 




IN PROGRAMMIKG 
IN POPULARITY 
IN UTAH 



tall IttU C\tf, Utah 



Xn bM 



^?^''-W income tops 
Family in 

nation. 





Mukmit Reprtstntitivti.. inry Katdd, Int. 



I for them, M.C. Dan Seymour i* an 
I expert at proiiiptiiii; jiuests who forget 

Hues. He keeps the show moving. 

helps make spewhes seem natural. 
« « « 

On the sport scene. W'MCM s spon- 
taneous .Marty Glickman gi\es the au- 
dience and the sponsor a hreak. 

Listeners to Clickmau's haskethall 
reporting get a vivid play-hy-play ac- 
count of the game uith the commer- 
cials painlessly hut profitably (for the 
sponsor) inserted so as not to impede 
the court action. 

Listeners are happy het'ause the ac- 
tion isn't interrupted hy an ill-timed 
hlurl). Sponsors are j)leased hecause 
they know that when Marty deli\crs 
his sales talk, the listener \vill he re- 
ceptive since it is tactfully delivered. 

When a team scores, Marty notes 
that the shot is good — good like 
\edicks. Or a pla\cr ma} score and 
the word hit is used. A player '"hits" 
— and "Adier Shoes are a hit. too." 

One conmiercial that \vas particular- 
ly successful last year was the phrasing 
of a suc<>essful shot at the hasket as 
being good as gold — an Old Gold. 

I\Lany of the commercials at a college 
game bring in the college st\le angle. 
■'These college boys at tonight's game 
are style leaders and many of them 
wear Adler Shoes. st\le leaders in their 
field." 

Buddv Lee gets into the basketball 

game via this introduction: ''He scores 

like a Buddy Lee suit — the suit that 

gives \ ou style and class. ' 

« » » 

KMBC-KFRM (Kansas City. Mis- 
souri) and WKVA (Richmond. Vir- 
ginia ) have also found ways to please 
the au(fience and the sponsor at the 
same time. 

The Brush Creek Follies, one of the 
Midwest's biggest stage shows, is now 
in its Llth year. Twice this fall at- 
tendance records have been broken at 
the combination radio-stage appear- 
ance of the Saturday night Follies with 
attendance averaging more than 2.000 
per performance. 

Each act on the two-hour progrnm 
prepares an outline in advance of the 
show. The master of ceremonies also 
has his own outline. But, from begin- 
ning to end. the show's spontaneous 
with no script except for the commer- 
cials. 

« e « 

WRVA's Calling All Cooks has a 
(|uiz-t\pe program where contestants 



Baltimore 

Television 
means 

WMAR-TV 



As AIiirYlaiid's 
|)i()iieer television slatioii, 
W\1AR-TV eoiisislently 
covers an ;irea from 
Wasliinjxtoii, P. C to 
Wiliiiitigton, Delaware, 
and from Pennsylvania 
to the Potomac River, 

W\IAK-TV is the tele- 
vision station of tln^ Sun- 
papers of Baltimore, It 
is 'On Ciiannel Two. and 
carries tiie ])rograms of 
the CdiS network to tele- 
viewers in the entire 
Chesapeake basin area. 

W A 1 A \\ -TV \s CO V e rage 
of political campaigns, 
sports and special events 
— civic, patriotic, and 
cnltnral — is imeqitaled in 
this rich, prodticLive area. 

I Represented by 

THE KATZ AGENCY 

INCORPORATED 

ATLANTA ■ CHICAGO ■ DALLAS 
DETROIT ■ KANSAS CITY • LOS ANGElES 
NEW YORK ■ SAN FRANCISCO 
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WSYR-TV 

means 

Bright, Clear, 
PICTURES 

1- roin its antenna atop Sentinel 
[ [eights, 1,201) leer ahox c Syracuse 
an<l Nicinlty. WS^'R-TV's full radi- 
atintj[ power of 23,5(M) watts on 
Channel 5 assures Central New- 
Yorkers clear, steady reception of 
the outst andinp; I \ shows — on XBC 
— e\clusi\ e. 

the Onjy COMPLETE 
Broadcast Institution 

in 

Central New York 




ACUSE 




^NSC J^^If'afi in. Central New York 
I ' Headl^y-R^f d# N«tlvn«| ftaprMentoltvet 



Mr. Advertiser: 

TELEWAYS 
TRANSCRIPTIONS 



are NOT expensive!.. 

Get the low cost for the market or 
markets where you need a top 
radio program . . . 



The following transcribed shows 
now available:- — 

• TOM, DICK & HARRY 

156 15-Min. Musical I'rogr.inis 

• MOON OREA.MS 

156 15-Min. Musical Progr,ims 

• DANCriRI DR. DANMIil.D 
26 30-Min. Mysiery Prosrams 

• STRANGi; ADVKNTURH 
260 5-Min. nraniaiic Programs 

• CHUCKWAGON JAMBOROE 

131 15-Min. Musical Programs 

• JOHN CIIARIKS THOMAS 
260 15-Min, Hymn Programs 

• SONS OV THE PIONEERS 
260 15-Min. Musical Programs 

• RIDERS Ol" THE PURPI.E SAGE 
156 15-Min. Musicil Programs 

• STRANGE WILLS 

2 6 30 Min. Dramatic Programs 

• FRANK PARKER SHOW 

132 15-MiM. Musical Programs 



TELEWAYS 



RADIO 
PRODUCTIONS, 
INC. 

Send (or rrrc Audition Plaiier and low rnics on 
any of the above shows to: 

8949 Sunset UKd.. Hollywood 46, Calif. 
Phone CKcstvicw 672 38 — BRadshaw 21447 



NEW YORK JUST 
ISN'T WORTH IT 

HIness Is Very 
Expensive, Too 

An advertising ageiuy out- 
side of (iothain can iiiidoui)!- 
cdly use, pciha|)s as accouiii 
executive, a man*, who diu- 
ins>' his 1.'! years, has diroiicd 
biningof network and spot 
time and proorams, managed 
a newspaper representative 
odue and sold linie and 
space. 

]ie lias also written iiuiga- 
/iiio and newspaper articles, 
radio s( ripls and < oinniercials 
and promotion material. 
\'ahialjle lime has been lost 
but there aie many, man) 
prodiutive yeais .diead. 

SPONSOR, BOX 11 

llortun .M:iIIins()n 



I ^i\e the eoiiiincrcials on an ad lib 
basis. Kacli contestant chooses a |)rod- 
ucl being advertised on the show. This 
makes the eoinmercial sound more con- 
\ incing since it eonies from a iiieiiihcr 
of the audience. 

\\ lv\ \'s program serv ice manager. 
Sam Carey, savs: "We have not )el 
had a Ijad one." Al the conclusion of 
these un|irc|>ared ct)inmeiits. the an- 
nouncer goes into his prepared com- 
mci<-ial. 

This method hel{)s to get awa\ from 
the run-of-the-inill interviewing that 
slows down most shows and. at the 
same time, it is more valuable as a 
eoiiij)letely spontaneous leslimonial for 
the chosen product. 

* 4t » 

1 he l.)uz |)rograni. Trulh or Conse- 
quences reverses the sponlaneitv |)ro- 
eedure hy letting the studio and home 
audience in on the gags but springing 
the sui|3rise on the contestants. 

The l)u/ |)eo])le are well jileased with 
their spontaneity aj)proaeli. They've 
sponsored the Ualjjli Kdwards show 
since August 17. l')10. wh(!n the pro- 
gram came to NIU", from C1.5S. 

Stunts on the zany Diiz |)rogram are 
planned and llioughl out hv Ralph 
Edwards and a staff of five men. 

Although the audience is lohl what's 
iij). the contestants never know what 
' will liaj)pen next, ami it is this unknow- 
ing s|)ontaneil\ on their part which 
adds to the zest of the program. 

Two recent unsusj^eeting contestants 
have heen pledged to race each other 

' via jiogo stick and airjilane. 

» » 

An old-timer, // Pays To Be /g«o- 
rant. showed that it lielj)s to he sj)on- 
tancoiis as well jjrovided your spon- 
laneitv is planned. I'rom 1944 to 
]91o, intermittently. Philip Morris 
bankrolled the program. 

While? gags and half-wilt Icisms were 
bandied back and forth with a])parcnt 
casualness. the major portion of the 
jnograni was actually serijiled. From 
Fehruarv. 1918. to hVhruary, 1949, the 
jnogram was aired on a cooperative 
basis with Tom Howard, (^'orgc Shel- 
ton. Lulu MeConnell. and Harry Mc- 
Nauglilon <-onlinuing on their \\a\ via 
])lanned hulfoonery. 

These and seoie.s of t)th("r successful 
programs have |)roven it docsn t j)ay 
to be ignorant about an important jjart 
of radio ])rograining —planned s|)Oii- 
tancitv. It's a tinie-|)roven formula 
that can he j)rofitahle for agencies and 
sponsin's. *-*•-* 
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[Continuetl from page 7) 

199 TV RESULTS 

Will you ploase l)e good ciioufili to 
send us two copies of )our pamphlet 
gi\ ing the television sales results on 
<!3 programs? 

We are particnlarly interested in 
learning more about the sales results 
achieved through televised connnercials 
on the Pacific Coast. 

We should also like to he informed 
as to the date when tele\ ised connner- 
cials were first launched on the W^est 
Coast, and in other parts of the <'oun- 
ti-y. 

Saka York Sckogl\ 

Office of Belgium Ambassador 



Wc would like to receive your hook- 
let "99 Case Histories" on television 
successes. If there's any charge, please 
bill me. This organization is a regular 
subscriber to SPONSOR and we find it 
most informative and interetiting. 

David P. Thomas 
Radio Department 
Kal, Ehrlich t(- Merrick 
IVashirjgton, D. C. 

• TV Krmlli" will l.p iMiMUhrd BBrly In 

March. In tlie iiii'anl inie, a siiiatl supply of ***>*> 
T\' Rriatis (.trtl prlnlin):) U Mill nvailalilr. 



AFTER MIDNIGHT 

How long is all night? 

"After Midnight" as the title of your 
fine article says? 

If so, let's be correct and amend 
your statement that WWUC has the 
"all-night field to itself in the Capi- 
tal." 

WTOP takes a 30.000 watt slice 
(and has the I.iOO k.c. band up and 
down the East Coast) from 12:30 to 
2:00 a.m., six nights a week, 

The man is Gene Klavan the late- 
night humorist who is proving that a 
humorist can cat<di the ear of the East- 
ern half of the V. S. at this hour. 

Corn' Pfanstieiil 
Director of Promotion 

wrop 

Washington. D. C. 



TV DICTIONARY 

This is just a note to express my 
appreciation to you for publishing my 



T\' Dictionary in tlii<-e parts, the first 
beginning in your 13 February issue 

of SI'O.NSOU. 

Ill tribute to sI'o.NsOK's extensive 
coverage and very appreciative audi- 
ence, )on will be glad to hear that 1 
have already received numerous com- 
pliments by mail, phone and wire on 
the first issue. 

Hekhekt Trui-: 
Radio t(- 77 Director 
Carter Advertising Agency 
Kansas City. Missouri 



I was delighted to see the television 
dictionary printed in nn^ent issues of 
SPONSOR. 1 wonder if you arc plan- 
ning to have it printed in a l)ooklet. 
We have had a number of calls for 
such material here and it would seem 
to be a good promotion idea. 

Agnks Law 

Chief Librarian 

CBS Reference Department 

\eu- York 

• SrONSOH !< ('iirr<-iill> |illl>li'.llilis tin- rimi- 
pl«*l« 'I'V Diclioii.'iry in boiiklrt f4irin. SillKir 4-op. 
Irs avail.ilttc t(» siihsrrihrrs on request; \«rll« ft*r 
full hulk r.it(>s. 

OLDSMOBILE ON AIR 

No incnlion t)f Oldsniobile s|)ot ra- 
dio, net television <'nid spot television 
in your chart on page 2.5. and article 
on page 24, 13 February issue. 



H 



ow come ; 



Caiu. Georgi Jk. 

Vice-President 

D. P. Brother (0 Co. 

Detroit. Michigan 



1 feel it ni) duty U> mention that I 
saw an Oldsmobilc ad on KSTP-T\' 
from iM iiineapolis re<'eiitly. 

LOWEEI. T. ClIKlSTISON 

Continuity Director 
WRFW 

Eau Claire. Wisconsin 

• sponsor's fii<<- red. We knew ahoiit 

Oldsniohile's use of rtxlio and TV', hnt niad- 
^ertenMy omitted tlti-^ infornijilioll ill ihe proeess 
of eoiiipU'tin^ our story. 



Excuse, please 

Our attention is called to spon- 
sor's infringement of copyright- 
ed BAB dealer co-op material in 
a recent issue. \W, regret our 
failure to <'heck BAB before pnl)- 
lication in this instance and shall 
make every effort to comply with 
NAB requirements on future as- 



signments. 



k-nuz 

SUCCESS 
STORY! 

NO. 2 




Mr. & Mrs. W. C. Hines 

In April. 1*^17. ;ifl('r working fit- 
leon N^ins for :i hirgf *-hain Anio 
•^upph. Mr. ;ni(l Mr>. \\ . ('.. Hinc- 
liMMuh'.l 111NF:> llOMK AM) 
AinO ^^l■plM.^. Mr. niul .Mr>. 
Iline> WiinhMl 1<> Icll llu-ir >lor\ 
111 nioro people ;ni(l loll il <|iii<-k- 
I\. >o llioj rliosc KNl Z ;is llipir 
adverli^in;: ni<Mliiini. Tlie results 
were nninzinf; in llic \vor<ls.<)f 
Mr. Mines: "K,\UZ ainl our half- 
lioin. 7:(l(l lo 7:30 Salnnlay aiplil 
soKincnl of 'Houston Hoedown" 
willi Biff Collie, are direclly re- 
sponsible for telling our slor\. 
jusl llie uay \sc want it tohl. lo 
jVlr. an<l Mrs. Houston. The re- 
snlls are best nieasuretl hv the 
fad that lo<lav IIINE.>^ HOME 
AM) AI TO SI I'I'LV. North 
Houston's largest most complete 
home and anlo store, employs 
ten salespeople. Vi'illiout KNl'Z 
and our Hoedown program with 
Hiff Collie, our company could 
never stand in the linieliplit. as 
il does today. " 



(Complete story of Mr. nntl .Mrs. 
nines on rpquext or conlaci Mr. 
nines, mm Uinnhle RoatI, Hous- 
ton, Telepltone ML Ibcrry 5583.) 

CALL, WIRE OR WRITE 

FORJOE: NAT. REP. 
DAVE MORRIS, MGR. 
CE-8801 

k-nuz 

(KAY-NEWS) 

9th Floor Sconlon BIdg. 

HOUSTON, TEXAS 
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THE 
PULSE OF 
ST. LOUIS 

Available March, 1950, 
the first Pulse radio re- 
port for the St. Louis 
metropolitan area. 

This radio report will be 
issued bimonthly here- 
after, and becomes num- 
ber ten in the list of Pulse 
radio reports. The others 
are Boston, New York, 
Northern New Jersey, 
Philadelphia, Washing- 
ton, D. C, Chicago, Cin- 
cinnati, Los Angeles and 
San Francisco. 

For radio and television 
facts 

ASK THE PULSE 



THE PULSE Incorporated 

ONE TEN FULTON STREET 
NEW YORK 7, N. Y. 



"26" COFFEE 

{Continued from page 29) 

conventional approach, perhap;?, hut 
again it illiistralc^s; the directness of the 
coinpany s thinking. 

It was (lirtK-t thinking that put Is- 
hrandlsen into the coffee business. Is- 
hrandtsen vessels had been carrying 
green coffee as part of their cargoes 
for many years, and delivering it to 
coffee importers in the U. S. All thev 
had to do was to set up a roasting and 
packinging ])lant of their own and thev 
were in business- -with a decided ad- 
vantage o\er conifietitors because of 
the huge saving on shi])ping charges. 

A total of S55,()()() was earmarked 
for advertising "26" Coffee the first 
year, with S20,()0() devoted to radio. 
With the aid of its advertising agen- 
cy, Cowan &• Dengler, New York, the 
Isbrandtseii company set into opera- 
tion the "Gro<'er Participation Plan." 
The })lan is simple in its essence and 
yet works so effectively that it is well 
worth describing in detail. 

The local station starts the ball roll- 
ing by sending to grocers on a pre- 
pared mailing list a form letter pre- 
pared by the agency for ''26. ' Here, for 
example, is the one sent out by WNHF. 
Uinghamton, N. Y., on Se])t. 19: 

Dear jMr. Grocer: 

Do you enjoy coffee, America's na- 
tl(mal beverage? Do you appreciate 
good coff(>e? Whether your answer is 
"ves*' or '"no. " here's how yon can 
advertise ^'Ol'K store as GOOD cof- 
fee bea(l(piarters at no cost to you. 

Starting Monday, Sept. 26, continu- 
ing on for two and three times a day 

12 times a week — radio station 
W NRF will advertise that delicious Is- 
brandtsen "26" Coffee over the air 
with hard-hitting radio announcements 
that are loaded with a new and unitpie 
selling message about "26" Coffee 
and about leading grocers in the Triple 
Cities and surrounding areas. Here's 
where you cash in : the "26" Coffee 
people are going to advertise over Sta- 
tion WjN'BF the names and addresses 
of grocers who handle "26" (Coffee. 
That means you, Mr. Dealer, and your 
store, will be mentioned by name and 
address on the air over W'XHl'^. Yon 



will be advised by postcard in advance 
of YOUR UKOADCAST so you and 
all your customers can hear your radio 
announcement. 

That, very briefly, Mr. Dealer, is 
what "26" Coffee is going to do to help 
grocers in the Triple Cities and beyond 
who cooperate with this distinctly dif- 
ferent "26" Coffee advertising cam- 
paign. When the "26" Coffee sales- 
man stops in to see ) ou. he ll outline 
exactly how you can have announce- 
ments for YOUR own store on the air 
over WNRF. Please give him your at- 
tention when he calls on you. He has 
a very profitable deal for you. 

Cordiall) )ours. 

E. Ray McCloskey, 
Promotion manager 
lf\DF, Binghamton, Y. Y. 

The initial test of this ])lan, accord- 
ing to the Isbrandtsen company, "sold 
more coffee b\ radio in 30 days than 
had been sold in the test markets by 
newspapers in 12 months." 

The letter reprinted above is fol- 
lowed by a series of four or more 
teaser postcards fsucli as the ones 
shown ) which nibble awa\ at the idea 
— "Win not ad\ertise your store as 
good coffee headquarters- -free? Ask 
the Tnited Wholesale (Grocery Co. 
salesman (followed by the jobber's 
address and phone number). 

After a grocer has agreed to stock 
"26" Coffee in conjunction with the ra- 
dio merchandising plan, the local "26" 
jobber sends him a postcard notifica- 
tion of the day and time his store will 
be featured in a "26" Coffee connner- 
<-ial on the local station, and adds this 
reminder: "He sure to have a promi- 
nent counter or window displa\' (of 
"26" Coffee) and cash in on this ef- 
fe<Mive advertising. Don't forget to 
tune in and bear the announcement 
that (the jobber) has arranged for 
\ our benefit. 

Then comes the clincher: participat- 
ing urocers are asked to sign a waiver 
authorizing the use of their name in a 
first-person connnercial featuring their 
sto re. 

These spots are done on the air with 
two voices of contrasting levels, one 
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tlie regular announcer and the other 
an announcer iinpersonating a grocer. 
Here is a sample: 

Announcer: "Knowing when to ad- 
vise a customer is a might important 
thing. Some customers like it, and 
some don't. The genial proprietor of 
(name of grocery) at (address) puts 
it this way:" 

Grocer: "If you walk into my store 
you'll see seven brands of coffee. Six 
of them are for customers who liaven't 
asked for my adviec. The seventh brand 
is '26' CoiTee, and that's the one I 
sell to customers who ask me which 
brand is best. I don't give advice 
where it isn't wanted, but if you 
haven't tried Isbrandtsen's '26' Cof- 
fee, you've missed the best coffee mon- 
ey can hu) ." 

To make douhh sure that the gro- 
cer participation plan works smoothly, 
the Isbrandtsen agency sends partici- 
pating stations a seven-point check list 
pinning down the operation step-by- 
step. It reads as follows: 

"This station is launching an an- 
nouncement campaign for "26" Cof- 
fee. The plan to be used embodies 
some special twists which have been 
unusually successful when applied by 
other media but which are compara- 



Experienced Station 
Executive Available 

A hard-hitting, conscientious 
worker with experience as 
manager and program direc- 
tor desires hajipy association 
with station or agency. Came 
iij) hard way as announcer, 
writer, promotion manager, 
salesman, etc. Idea man, suc- 
cessful record, highest char- 
acter, best references. Finan- 
cial rccjuircmcnts reasonable 
— suggest interview to allow 
him to show you how he can 
be a valuable asset. Box 20, 
Sro.NsoR. 



tively new to radio. . . . For your con- 
venience these operations are listed. 

1. Provide Porter F. Leach, care of 
Lowan & Dengler. 527 Fifth Ave., the 
advertising agency in New York, with 
a retail groeers' list applicable to your 
coverage area. 

2. Prepare and send our announce- 
ment letter and a government penn\ 
postcard to retail grocery prospect list 
announcing the "26" Coffee radio ad- 1 
vertising plan (postcard plate fur- J 
nished by client) . 

3. Contact the "26" Coffee jobber 
(his name and address) at regular in- 
tervals to be sure that he keeps for- 
warding lists as fast as his salesmen 
make new placements. ; 

4. Each Friday, assign an imprint 
(grocer *s permission to use his name) 
to each announcement to be broad- 
cast during the following week. (Sug- 
gest mimeographing imprint forms to 
be filled in and tipped on to the copy 
page by rubber cement.) 

5. Furnish local "26" Coffee jobber 
each Friday with a typewritten list of 
the announcement times and the im- 
prints which will be used at each of 
the times for the following week, sug- 
gesting that he post the list at the load- 
ing platform or where his driver sales- 
men can note information regarding 
imprints of their own retail grocery 
customers and carry a copy with them. 

6. Phone local grocers, and address 
mail notification postcards to out-of- 
town individual grocers three days in 
advance with notification that his an- 
nouncements will be broadcast at a 
specified time. . . ." 

The Isbrandtsen companv intends to 
use the same plan for its new products 
— "26" Tea, which has just been in- 
troduced, and "26'' Chocolate Syrup, 
to be introduced this spring. Radio, 
of course, will carry the ball for both, 
as it has done so spectacularly for "26" 
Coffee. As for television, Isbrandtsen 
is alreadv using participations on 
WBEN. Buffalo for "26" Coffee, and 
probably will do the same in New Ha- 
ven. 

From a distribution standpoint, the 
company's coverage thus far does nol 
extend beyond the East and New Eng- 
land. But w ith radio as a springboard, 
the "26" label before long nia) reach 
more distant market areas. For in the 
coffee business as on the high seas 
as Hans Isbrandtsen has pointed out 
rather sharply to Dean Acheson the 
name "Isbrandtsen'" stands for energy, 
initiative, and resourcefulness. * * * 



★ 




You are assured of 
complete coverage 
when you program 
BMI-licensed music 

*As of March 3, 1950 




BROADCAST MUSIC, INC. 

580 FIFTH AVE., NEW YORK 19 

NEW YORK • CHICAGO • MOUYWOOO 
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Medium with a plus 

Kadicj. tlio inodiiiin thai wa? >U|t- 
posodly l('oteiin<i on llir roj)P^; stnoral 
iiioullis ago, is now back in tlio ad 
media picture w itli a walloj). 

Nlattcr of fa< t, it'< l)aek with a (h)U- 
hle wallop. 

I' or radio, unaware of its stren<;lh 
for main a \ear. finds in out-of-home 
listcniii'i and inultiplc-sets-in-tliediome 
a two-fistetl barrage that is w imiing the 
respe<;t of hard-headed ad\ertisers. 

l^adio is only now starting to ass(>ss 

what it has. It finds that out-ofdionie 
li>tening boosts its audience suhstan- 
tialh . >omctinies as high as 2.") jxMcent 
be\ond the regulation tallies. Multiple 
sets in the home, and resultant iiuli- 
\ idual ad impressions, suggest that l)e- 
fore long the standard unit (d radio 
measurement will shift from the lioiiie 
to the individual. There are innmner- 
ahle more sets, and listeners, than 
homes. 

I'rinted media learned to Cfiunt long 
ago. In r(Hent \ears their abilit\ to 



count their readers readied a fine art. 
More important, they sold advertisers 
on accepting a count that included 
ever\ last cop\ in e\ery last location 
. . . and in main cases, on a |)rojeeted 
reader basis. Printed media rate? ha\e 
iipiMi ba.-ed on a count of e\ei\ last 
i>sue. 

Ivadio rates are ba<ed on Jioines. 
W hen the full count is in, acK crtisers 
will see tiiat. despite the inroads of tele- 
\ ision in nian\ markets, radio is a bar- 
gain medium. 

l?erause of its pre\'ious inahilit\' to 
count, radio today presents a bonafide 
argument for securing more of the ad- 
\ei ttser s dollar than e\ er hefore. 

The healthier rating picture 

For a half million dollars, more or 
less, (]. E. Hooper has sold his I . S. 
llooperatings. Program Ilooperatings, 
I'aeifie Program llooperatings. and TV 
^et^vork Hoojieratings to A. C. \iel- 
sen. 

Today the national radio and 1 
program rating picture is clearer. For 
the first time in many \ ears the na- 
tional ad\ertiser and his ad\ertising 
agency will be able to make decisions 
on the basis of a single \ardsti<'k rath- 
er than on Xwo that don t measure the 
>anie \\a\ or gi\'e the same answers. 

The economics of present-day radio 
induced Hooper to sell his national in- 
terests and concentrate on his local 
ones. He found a willing ])uyer in Art 
Nielsen, who had made no secret of 
his intense desire to dominate the na- 
tional scene. The diminishing iiet\vork 
radio market eouldn t continue \o sup- 
port both. 

Hill there was another reason why 
Hooper cheerfullv abdicated the net- 
work scene. F'or the past \ear his pub- 



lic utterances ha\e left no doubt that 
T\' is his o\ster. He would ha\ e pre- 
ferred to have continued his Net- 
work Hooperatings, but \ielseii would 
have none of that. Hooper w ill become 
increasingly active in the T\ markets, 
although for some time to come his ra- 
dio City Hooperatings will constitute 
his ha*ic income. 

\\ itli 2.000 audinictcrs located in 
L.SOO homes spotted strategicallv 
throughout the I'liited States (except 
the Mountain Time Zone). Nielsen 
feels he is in an achantageous posi- 
tion to reiidei a scientifically accurate 
rating. He has no plans to increase his 
sample, but he is s])eediiig up deli\'ery 
with a new-type "Mailable Audi meter."' 
Two-week ser\ ice of the New York TV 
sample has been achie\ cd through use 
of the new iiistrunienls. 

Nielsen will not desert the local field, 
which he is only serving sjxarsely; but 
Hooper will not again enter the nation- 
al one. So the (dianging times elimi- 
nates one of broadcast advertising's 
most anmi\ing problems. Henceforth 
national sponsors shoidd find it easier 
to e\ aluate and use the air media. 

Only fools predict 

Our ''stick-our-neck-out'" department 
makes this prediction. 

By the end of March the much re 
\iled (before being shown) industry 
film, LIGHTMNC THAT TALKS, will be 
ferventlv sought for gala, club, and 
station showings throughout the U. S. 

15y the end of March stations taken 
in b\ the antifilni ])ropagaiida (and 
who thereby cancelled their priorities) 
will be scrambling for dates again. 

By the end of xMarch you'll know 
how accurately Sl'ONSoa prognosti- 
cates. 



Applause 



Tools for the trade 

ibis is our thanks to an indiistiv 
which, out of nc(essit\ but also out 
of initiali\e, pio\ifles si'ON.sou with 
the ingKNlients fcu' an \ M! issue right 
down the "dollai s-and-cent>" alle\. 

si'oNS(»i{'s PAID N \1! i»ue will be 
dc\ ote<l to a summar\ of all the to<ds 
pr<i\ided b\ scdicrs of bi'oadcasi adver- 
tising to help achertiscrs and agencie?- 
e\aluate and profitabU use the air iik^- 
<lia. 



I'ntil this \ear .sI'onscju never felt 
that such a comiiilation wciuld ha\e 
sunicient meaning to warrant publica- 
tion. 

The lOfjO picture is (lifT(>renl. 

Toda\ the BAB. BMB. national rep- 
iesentati\(\s. transcrij)tioii companies, 
latiiig ser\ ices, library services, news 
servi<-es. reseandj organizations, net- 
works, and trade magazines (plus 
many more) are ollering aids to the 
radio and T\ ad\ertiser in (|uantit\ 
and (jualit). 



The keen awareness of })ioadeast ad- 
\ertising that it must fight for its dol- 
lars has brought this about. 

Thus, si'ONSOi! ? \AB issue has sig- 
nificance tuned to the concept around 
which SPONSOR is published: to helj) 
the broadcast advertiser get the most 
for his mone\ : to eiu'ourage him to 
more fully and efI(H>ti\ely use broad- 
cast advertising. 

si'oNSOi{"s NAB is^ue will be dated 
10 April. 
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THE KANSAS CITY TRADE AREA 



c/es / 




Accepted studies show Kansas City's Primary 
Trade area to be rectangular, as illustrated. 
Kansas City is the natural capital for all trade 
and commerce in this vast territory. 

The KMBC-KFRM Team has been custom- 
built to serve this zrez—wit/jout waste circulation! 




The KMBC-KFRM Team is your best buy 
in the Heart of America because it provides 
complete, effective and economical coverage. 
Contact KMBC-KFRM or any Free & Peters' 
"Colonel" for complete details. 

The True Area is an 



East 'West Rectangle 
ana . . . 



Ask for a Copy of The Kansas City Trade Area Study 

Only 

The KMBC-KFRM Team 
Covers it Effectively 
and Economically 




Contours are 0.5 mv/m Daytime 





MBC-KFRM 




6JH OLDEST CBS AFFIUA] 



PftOORAMMCa BY KMBC 



Radio's bright comic, Robert Q. Lewis, 
made a brilliant move by assembling a 
rich parade of promising talent: clowns 
and torch singers, rhythm groups and 
acrobats, future Hamlets and Pagliaccis. 

As they go through their acts for a 
solid hour every Friday night before 
the microjihone,* they are watched 
closely by the nation's famous talent 
buyers looking for just the right 
people for the right spot in their shows. 
And they find them ! 

The next move is up to you. 
With Tlie Show Goes On you can 
profitably "mate" one of radio's 
"most buzzed-about" comedians 
with a big and loyal audience. 



It's your move! 



RECEIVED 
MAR 1 r, icqn 





'The Shov> Goca On is also , 
on C]',^ Tck'visioii. 



GE PROGRAM 



_t every Thursday night 




